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Government launches $500 million 
program to up U.S. output 
of strategic minerals 


TO BE PAID IN THE 
NEXT TWO YEARS 
IN DIRECT LOANS 
AND PURCHASING 
CONTRACTS. 


The metal and nonmetallic mining industry is plan- 
ning now for one of the largest expansion programs in 
its history. The urgent need for minerals to meet the 
expanding demands of the military, a reasonable 
civilian economy and government stockpiles is driving 


this program forward at top speed. 


Money is available. But the mining industry needs 


information now on machinery, equipment and sup- 


ENGINEERING A 
MINING JOURNA 


Audit Bureau of Circulations — Associated Business Publications 


plies which will boost production or cut costs. Engi- 
neering and Mining Journal every month reaches the 
widely-seattered buying influences in the world-wide 
metal and nonmetallic mining industry. 


Advertising in Engineering and Mining Journal will 
help you get your share of this rapidly expanding 
market. 


A McGraw-Hill Publication, 330 West 42nd Street, 
New York 18, N. Y. 





Over 8,500 
“ir R. Advertisers Know... ¥ 





Thomas Register Produces 
More Sales at Lower Unit Cost! 


The complete, accurate, where-to- buy product is the ‘““Where-to-Buy” guide to government 
information that is inherently T. R., has prov- procurement departments— for only Thomas 
en to over 8,500 advertisers that American Register enjoys an exclusive government con- 
i ry »s use T.R. as its primary source Se 
indust y does use P y tract which insures the latest copy of T.R. 
of product supply knowledge. : P ‘ 

: being available to each important govern- 


And, during unsettled times Thomas Register ment procurement agency. 


6500 TR SMdvertizers Cant Be We 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


4 THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, 
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Every subscriber to AMERICAN ARTISAN has 
indicated a need and a preference for the ARTISAN by laying down 
hard cash to get this field leading publication month after month. 


Every subscriber to the ARTISAN is a paid subscriber. The ARTISAN 
is the only 100°: paid publication in the warm air-sheet metal field. 


More important still, the ARTISAN — and only the ARTISAN — has 
as paid subscribers the top producing KEY dealers and contractors who 
year in and year out sell the bulk of all the products used in this warm 


air-sheet metal field. 


Advertisers in the ARTISAN reach a readership of predetermined 
ACTIVE BUYING POWER — not a mailing list of individuals and firms 


who may or may not do any appreciable business. 
* thats What Official Keeords Diselose 
ia the Minneapolis Story 


Each warm air heating installation made in Minneapolis requires a permit 


issued by City Hall. Late last year AMERICAN ARTISAN research reviewed 
all of them granted in 1949. These permits record the names of dealers who @® 
sold the jobs, and makes of products used 
This survey discloses that 10 of the 11 KEY dealers (handling 80& of 
total volume) were paid subscribers to AMERICAN 
ARTISAN. Furthermore, over 2700 jobs (90° of 
total volume) were sold by the 28 Minneapolis deal 
ers who are AMERICAN ARTISAN subscribers 
Thus Minneapolis establishes without guessing 
what ARTISAN research in other cities shows: that 
the ARTISAN is the ONE publication in its field 
where advertisers know they reach the KEY men and 
organizations who sales dominate this great warm 


tj 


air-sheet metal market 
Complete Minneapolis Story (14 pages of important mar 
ket data) is yours for the asking. Write for it today! 


KEENEY PUBLISHING, ..6 N. MicHiGaN, cHicaco 


AIR CONDITIONING HEADQUARTERS 
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Here is the great-growth 
doing its most important 


The AMERICAN BUSINESS PRESS is indus- 
try’s inter-communications system. The great- 
growth electric power industry's “inter-com”™ is 
Electrical World. 

But a mere mechanical system alone can’t hold 
this job. It demands ideas and leadership. 


For example: 

After Electrical World editors saw the urgent 
need to clarify the electric power industry's 
safety methods, they worked a solid year on the 
project. 

We planned the Safety Issue for September, 
1949. But we found that doing the job right 
demanded another year’s work, and the issue was 
published on October 9, 1950. 

The editors traveled from coast to coast and 
enlisted research and editorial help from safety 
experts in 31 utility companies (spotted in red 


on the map). 


RESULT 
Electrical World readers saw the industry's acci- 


dent-prevention problem from a new perspective 
in an issue organized and tabulated for swift action. 
91 separate job routines were listed, with the risks 
involved and remedies for every risk. It was a 
wholly new concept of accident prevention. 

As this is written, electric power industry men 
have bought nearly 20,000 reprints, with no pro- 
motion or urging from us. And we can show you a 
file full of quotes from leaders of industry, praising 
this service in the interests of safe operation. 

Here is Electrical World stimulating the most 


«/ Industrial Marketing 
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advanced thinking on safety, a major industry 
problem — then putting all ideas and information 
into the clearest, most useful form and making it 
available. to all. That’s the industry’s “inter-com 
system” at work on its most important job. 

This is the creative editorial service that stimu- 
lates an alert, responsive audience of readers 
whose interest focuses itself on your 
when you make your advertising to the man 
on the job. 

For action in the -growth industry, through- 


out America, 





—-mn=s Electrical 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 77 YEARS 
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Heating, Plumbing, Air Conditioning, and Allied Products: 


ane VITAL to vou topay: 


mestic Engineering Wholesaler. 
That they were ready and pre- 
pared to step into this emergency 
is evidenced by the fact that, in 
the thousands of defense and 
related projects now under w ay. 
they are playing indispensable 
roles. 

Wherever public health and 
comfort are a factor on these 
projects.the Domestic Engineer- 
ing Dealer is the one man who 
assumes the full responsibility 


for the specification and instal- 


lation of heating and plumbing. 
As this program gains momen- 
tum it is only natural that the 
need for this man’s services and 
the services of, his wholesaler 
will become greatly accentuated. 
As a consequence the demand 
for your product on these high 
priority jobs will increase in 
direct proportion. 

That's why we say the Domes- 
tic Engineering Dealer and 
Wholesaler are vital to you to- 


day. They need you and you 


need them. It remains for you to 
acquaint them with all of the 
qualifications of your product. 
If you want to be sure they will 
remember your name and your 
product, particularly at the time 
that specifications ‘are being 
written or orders placed, keep 
that name and product consist- 
ently before them in the adver- 
tising pages of DOMESTIC EN.- 
GINEERING Magazine and DO- 
MESTIC ENGINEERING 
CATALOG DIRECTORY. 


HOW DOMESTIC ENGINEERING CAN ASSIST YOU... . NOW! 


The DOMESTIC ENGINEERING organization is geared to pro- 
vide the kind of assistance that manufacturers require to assure 
the proper and uninterrupted distribution of their products in 
All of our facilities are available to manu 
facturers in the heating, plumbing and air conditioning industry 
who use advertising space in DOMESTIC ENGINEERING 
zine, DOMESTIC ENGINEERING CATALOG 
the Mid-Year Supplement to DOMESTIC 


a defense economy 


CATALOG DIRECTORY. These include 


oe 


r 
| |p) 


ENGINEERING 
Marketing & Research 


Maga- ul 
DIRECTORY and 


you are not 
direct or 


assistance, Manufacturers’ Representative Service, Catalog Prep- 
aration and Reprinting, List Rental and Mailing Services, and 
numerous other functions necessary to complete an effective 
product merchandising and distribution under today’s complex 
business conditions 


entirely familiar with these services write 


CONSULT YOUR ADVERTISING AGENCY! 


oid Mee 


1801 Prairie Avenve, Chicago 16, Illino 


March 1951 | 7 











why transit men read | 
gs TRANSPORTATION 





SWELL 
EDTIME STORIES 








here’s no fiction in MASS 
Transportation. But transit men 
enjoy it anyway—even in bed, says 
one subscriber. He claims to spend 
several evenings digging into each 
issue before pulling up the covers. 
That's readership! 


And look at the way ALL 
MASS READERS study each copy: 


2 hours, 13 


minutes average 
reading time per issue. Compare 
that with a 7-minute average on- 
ordinary magazines that are mere- 


ly “thumbed” through! 


56% take MASS home, read it 
in several sittings. No wonder 
advertisements get attention, with 
cover-to-cover readership like this! 


For advertising that brings re- 
sults, put your message in MASS 
Transportation — read most and 
enjoyed most by the men who 


count most. A-s789 


SEE SRDS CLASS. 21-—OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS S&T. 
CHICAGO 6, ILLINOIS 


Ce GS CG 


letters 


New way to get inquiries 


TO THE EDITOR . . On page 40 of your 
January 1951 issue you illustrated a 
catalog of the Gotham Lighting Corp. 
We would very much like to secure 
more information about one of the 
light fixtures illustrated, and would 
you be so kind as to give us the ad- 
dress of the company . . R. 8. McCON- 
NELL, vice-president, Desmond 
Stephan Mfg. Co., Urbana, O 


Advertisers: want inquiries? 
Better publish your address 


® TO THE EpiIToR . . There is a current 
tendency on the part of the Post Of- 
fice department to side-step what 
has been known as “Directory Serv- 
ice.” This policy brings the return to 
the writer as non-deliverable many 
letters sent in good faith in response 
to advertising, because the adver- 
tisers have failed to give complete 
addresses, particularly for branch 
offices 
We have had a growing number of 
cases where readers of our publica- 
tions have addressed inquiries to the 
nearest branch office of an advertiser, 
given in the ad merely as “New 
York, Cleveland, Chicago,” etc., 
without even a zone number. The 
letters sent back “Returned 
to sender as undeliverable.” 
Especially during the Post Office 
department's present economy wave, 
would it not be desirable to urge all 
advertisers to include more com- 
plete addresses in their advertising? 
KARL M. MANN, president, Case- 
Publishing Corp., 


result 


Shepperd-Mann 
New York. 


Wants Copy Chasers to switch 

TO THE eEprTorR . . For three and a 
half years I have been an avid reader 
of INDUSTRIAL MARKETING’s Copy 


tothe Editor 


Chasers. And like other advertising 
men, I am vitally (and economical- 
ly) interested in the type of adver- 
tising which provides the personal 
wherewithal. 

Lately, I have begun to wonder 
whether industrial advertising is 
concerned with anything besides 
valves, bearings, railroads, motors, 
brake linings, etc. 

Do you ever get around to focus- 
sing your microscope on such indus- 
trial advertising as serves the bak- 
ing, milling, confectionery, macaroni 
and other segments of the gigantic 
food industry? 

Would it be possible for you to de- 
vote an issue or two to the vivisec- 
tion of the advertising which sup- 
ports the large group of magazines 
serving the food manufacturers? 

I'm sure that you will find a large 
enough group of INDUSTRIAL MAR- 
KETING readers whose interests lie in 
this direction to make such a study 
worth while EUGENE J. MCGLYNN 
copy department, Thompson-Koch 
Co., New York. 


[Mr. McGlynn’s 


ance will appear ir 


request perform- 
Copy Chasers 


next month ED] 


Irked architect lists 5 don'ts 
for building product salesmen 


® TO THE EprToR .. You might like to 
know how an architect feels toward 
the many building product salesmen 
he must see when specifying build- 
ing products for his firm’s projects. 
Like Gilbert and Sullivan, we have 
a little list of our pet peeves, and, 
frequently, the building product 
representative does more unselling 
than selling through a lack of under- 
standing of the architectural pro- 
fession. 

1 . . we dislike the high pressure 
salesman who is loudly ecstatic about 


ntinued on page 14 








You can’t imitate : you have to create it. 
Practical Builder has what it has because its 
editor-owners are what they are. They have brought 
into being a publication blue-printed to its own 


specifications: a magazine rich in daily sustenance, 


in Seasone d COUNSE l, in practical he lp, to A le rica’s 


Top Builders. That’s why Practical Builder 
can-be-imitated but can’t-be-copied. That’s why 


practical builder offers advertisers something 


ee i) eee ot) 2 eo, 


that can’t be we ighed in the counting room: 


the implicit faith of {ts readers in everything 
that appears in its pages. 


Just off the press! Our 64-page book 
“THERE’S MONEY IN REMODELING” 


| 
| 
ee will be sent free to any manufacturer 


PY a who asks for it on his letterhead 
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The Field of HP&AC 


All of These Products 


Will 
Command 
High 
Priority 
‘in the 
Days Ahead 


HP&AC carries monthly the 
Journal of the American 
Society of Heating and 
Ventilating Engineers 

further evidence of its field- 


leading editorial character. 


‘ 


AIR CONDITIONING UNITS 


— complete plants; cooling units; 
heating units 


AIR DIFFUSERS 


grilles; registers; louvres; 
shutters; dampers 


AIR FILTERS 


automatic, electrical, permanent 
and throw-away types; dust ol 
ectors; water and oi! filters 


AIR WASHERS 


a cleaning and purifying as 
semblies; humidifiers; dehumid 
hers spray nozzics 


for heating: cast iron, steel 
hre-tube, water-tube and sectional 
types; direct-fired units 


CHEMICALS 

retrigerants water treatment; 
cleaning and sealing compounds; 
standard and special paints 


coILs 


for heating, cooling and refrig 
eration; cooling towers 


COMPRESSORS 


—air and refrigerating 


CONTROLS 

thermostats umidistats; 
recorder-controllers; switches; 
starters; relays 


b 


- flat beit, V-belt, chain, fluid and 
variable speed types; bearings; 
couplings; pulleys; sheaves 


FANS AND BLOWERS 


for supply and exhaust; centrif 
ugal, propeller and axial flow; 
wheels; housings; blades 


in Circulation . . 


INSTRUMENTS 

draft, pressure and liquid level 
gages; flow meters; hygrometers; 
psychrometers; recorders 


INSULATION 

for boilers, buildings, ducts and 
pipes; for sound deadening; under 
ground conduit 


— for compressor, fan, pump, unit 
heater, oil or gas burner and 
stoker drives 


OiL OR CAS BURNERS 


for heating in connection with 
boilers and furnaces 


PIPE AND TUBING 


cast iron, steel, copper, brass, 
plastic and rubber; fittings 


for boiler feed, condensation, 
circulating and water supply 


SHEETS 


—for ducts, casings, housings; 
angles; bars; beams; channels 


SPECIALTIES 


traps; strainers; separators; 
regulators; gaskets; packing 


STOKERS 


— for heating boilers and furnaces 


UNIT HEATERS 


steam, hot water, electric and 
direct fired; floor mounted, sus 
pended and wall cabinet types 


VALVES 


—for controlling flow of steam, 
hot water, cold water and 
retrigerants 


in Editorial Servic 


e 





Takes on Added Importance 
as America Rearms 
for Defense 


INDUSTRY Wlacot Ge HEATED, PIPED, AIR CONDITIONED 


Once again — and soon — it will undoubtedly means consider this field one of your PRIME 

be necessary for your company to produce and markets from now on. 

sell on the basis of priority. Interested? . . . then you need the sales 
Once again— and soon —- your sales effort support which advertising in HP&AC can bring. 

may be restricted to those fields VITAL to 

national defense. Such a field is industrial heat- 


COMPLETE MARKET COVERAGE 
In HP&AC you get as paid subscribers the 
consulting engineers who design heating, piping 
and air conditioning systems for new plants — 


ing, piping and air conditioning. 
Regardless of what the days ahead may bring 


— cold war or hot — American arms produc- 
. . ‘ who are called in on industrial expansion pro- 
tion depends upon industrial plants adequately 

grams. You get as paid subscribers the engineers 


heated, in many cases properly air conditioned, : ; 
aes ; in those plants —and in Government — who 
and upon piping systems in top shape to trans- 


hang i8 : design their own systems. You get as paid 
port process steam, water, air, oil, gas, refriger- 


egies eget subscribers the contractors who specialize in 
ants, process liquids and semi-solids. ad : pi a ae : 
heating, piping and air conditioning installations. 


Heating, piping and air conditioning systems If you have any questions regarding che 


for new industrial plant construction, and place of HP&AC in the present emergency, your 


maintenance, repairs, alterations and expansions 
to present facilities constitute BIG BUSINESS 
for every product this essential field can use. 


inquiry is invited. 


If you make anything adaptable to industrial 
heating, piping and air conditioning, by all 


KEENEY PUBLISHING CO. 
AIR CONDITIONING HEADQUARTERS 


6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field 


to Readers 
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IT’S EASY TO COAST... “oy, 


These are times when there’s a temptation to cut advertising . . . even your 
business press advertising . . . and coast. But brother, when you coast, you coast downhill. 
Some companies tried it . . . and had to fight their way back. Some never made it to the top again, 


Just to hold your position calls for soundly planned use of the business press 


advertise in the business press now? There's one answer 

in the changing face of business. Consumer and industrial 
markets are expanding right along with defense production 
with more machines, more men and more money at work. New products 
will compete for your markets. New companies will advertise for your customers 
New men who have never used your product will be moving into key posts 
Whether you have much or little or nothing for immediate sale, 
you need well-directed advertising to hold and improve your position 


in an economy that is bound to rise whether you decide to coast, or not 


should you advertise now? The answer to that is in your own 
changing sales picture in problems that grow tougher 
as product selling gets easier. The business press, with its lines of 

communication to every man who buys, sells or uses your product, 
is the place to explain and interpret to pass along facts and know-how 


to help your industrial customers and your dealers solve their problems 


The experience of a not-too-distant past has important lessons for today 
Here are a few examples of “why” and “how” from successful wartime 
campaigns. They're all from papers that are members of ABP, 
the group that works continuously, to improve the quality of business 
press editing 


ABP papers can't 


and the performance of business press advertising 


coast; they're all bought and paid for by their readers 


now. 


1. SELL THE NEW MEN 


Many men are being elevated to new 
positions, or hired to do jobs they're 
not fully trained for. Others are facing 
production problems they've never 
met before. Tell them how to use 
your product. You'll help them... 
and you'll keep them sold, too 


2. PASS ALONG NEW FACTS 


Your engineers, chemists, researchers, 
know a great deal about your product 
Pass that information along. Explain 
its flexibility how to use it in more 
ways or under new conditions 
how to make it stretch farther or last 
longer. This is good selling, too 


3. HELP DISTRIBUTORS AND DEALERS 


Some are in the middle of a pincer’s 
movement 
increasing demand on the other 
Their problems are your problems 
Keep them posted; frankly explain 
shortages, give reasons—why and 
selling points, to help explain sub- 
Stitutes, keep consumers satisfied 
Keep your selling line-up intact 


scarce stock on one side 


4. KEEP INDUSTRY ROLLING 


Many machines will be crowded be- 
yond normal capacity. Tell your 








8 Finders for Non-Coaslere 


Clues from some of the most successful campaigns of the war yearS.e.- 


industrial customers how to avoid 
breakdowns, prevent lost production 
time, be sure of longer tool life, lower 
maintenance costs. Intelligent selling 
at any time... vital now. 


5. IMAGINEER SALES FOR TOMORROW 


‘That's a term one company with in- 
creased capacity coined to start de- 
signers planning to use more of its 
product. It began to develop a post- 
war market while every ounce of what 
it made was going to war. Now that 
we're upping production again... 
sell in terms of a bigger tomorrow. 


6. BOLSTER YOUR SALESMEN ... 


Take a load off your salesmen’s shoul- 
ders. Pass helpful hints along through 
your business paper advertising. 
There’s no better way to smother 


customers’ gripes than with some 
practical suggestions for distributors, 
dealers or industrial users. It’s good 
Selling, too. 


7. TELL WHAT'S GOOD 
ABOUT SUBSTITUTES 


Maybe you can’t make as good a 
product as before... temporarily. 
But tell why. And tell how good the 
present product is... honestly ex- 
plaining what it can do. Give your 
dealers something to sell with... your 
industrial users an understanding of 
the qualities of what they can get. 


8. EXPLAIN NEW DEVELOPMENTS 


Maybe you can substitute concrete 
for steel ...a synthetic for defense 
materials. When your engineers come 
up with something mew, use the busi- 


Ness press to describe its propertues 
—give proof—cite case histories. Get 
your full story across to every man 
from designer to production heads, 
chemists to purchasing agents, en- 
gineers to presidents . . . distributors 
to dealers. 


SEND FOR THE BOOK! 

These are excerpts from “A Guide 

to Effective Wartime Advertising” . . . 
packed with examples of business press 
campaigns that advertisers reported 
were “highly satisfactory in effect,” 
“most successful we ever ran,” 

“did a big and important job.” 

Write for a copy; it's free. 

It will show you examples of the kind 
of advertising that worked before. 
Every man who has anything to dc 
with your 1951 advertising should 
study it carefully, cover to cover. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded in 1916 


205 East 42nd Street, New York 17, N.Y. «© MUprray Hill 6-4980 


The group of ABC-audited business publications —.working cooperatively to improve further the service 
of business papers to their readers ...and to help advertisers use the business press more effectively. 
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COTTON 
CONSUMED 
BY 


ALL OTHER 


SOUTHERN - 
MILLS 








TEXTILE BULLETIN serves the 
great Southern Spinuing and 
Weaving Division of the textile 
industry. It is the only publica- 
tion in the field that offers com- 
plete, concentrated coverage of 
this richest - of -all- textile -mar- 
kets, and allows advertisers to 
sell directly and specifically to 
manufacturers and processors of 
yerns and woven fabrics with 


out wasting a lot of circulathon 


on lesser and irrevelent markets.” 


TEXTILE BULLETIN reaches 
cotton, rayon and woolen mills 
having 79 of the active spin- 
dies and 69 of the active 
looms, and ctlers this coverage 
at a cost far below that of any 


other public. tion 


Complete information will be 


sent on request 


LEADS IN COVERAGE 


OF THE GREAT SOUTHERN SPINNING 
AND WEAVING INDUSTRY 


*You can reach the entire Textile 
Industry by advertising in Textile 
Bulletin and The Knitter (serving 
the Knitting Division). Combina- 
tion rates are available, and 1 plate 
suffices for both publications. 


CLARK PUBLISHING CO. 


“HARLOTTE, N 


ishers of THE KNITTER 


y end Kat 





Win nation-wide 
recognition for the 
editorial job you 
did in 1950! 


Letters to the editor 


ntinued from page 8 





his product, and insults our intelli- 
gence by making obviously exag- 
gerated claims. 

2. . we dislike the salesman who 
discusses generalities about his prod- 
uct, but who, when asked a technical 
question, blandly states that he will 
have to take it up with the factory or 
home office. 

3... we dislike the salesman who 
never knows when to leave, and 
continues his filibuster long after 
he has made his point. 

4.. we dislike the man who dumps 
on our already cluttered table tons 
of useless literature regarding his 
product, but nary a useful drawing 
or specification. 

5 .. we dislike the salesman who is 
“follow-up happy” in a relentless 
way. He will visit with you on Mon- 
day, confirm in writing on Tuesday, 
telephone for lunch on Wednesday, 
and so on 

Our ideal building product repre- 
sentative is the man who states clear- 
ly what his material is, where it may 
be used, where it should not be used, 
how long it has been on the market, 
if it has the approval of the New 
York Board of Standards and Ap- 
peals, whether or not it has been 
tested by the National Bureau of 
Standards, and something about its 
availability and approximate cost in 
place. If he can cover these points in 
about ten minutes, and leave with 
us a well-prepared brochure with his 
name, address, and telephone num- 
ber on it, we love him all the more . . 
BEN JOHN SMALL, associate, Alfred 
Hopkins & Associates, Architects, 
New York. 


More on that Ware ad 


®@ TO THE EprTor . . The Copy Chasers 
deserve a note of thanks for their 
frank criticism of Ware Aluminum 
Windows’ ad “How to Recognize a 
Commie.” 

I have read this department's 
criticisms for years, but this is the 
first time I have felt strongly enough 
about any advertisement to write 
you. This is certainly no time to 
arouse suspicion of your neighbor in 
the minds of Americans. It is a time 
for wholehearted cooperation, of 
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ty for SALES in May PIT and QUARRY 


Sales Story to this 


\ Gptvial Geéltom 


~ 





Aprjj 16 th 





1951 Section will be 
helpful—all comprehe 


This is the BIG issue PIT AND QUARRY readers look forward to with keen 
interest, because it contains editorial and advertising information vital to 
their business welfare, 


Pit and Quarry has long recognized the great importance of the Lime? 
and Agricultural Limestone Industries. And, the special section (printed on} 
India stock) in the May issue, will be devoted to reports on the needs of 
different sections of the country—the problems and future opportunities 
of the Lime and Agricultural Limestone Industries. This issue is filed and 
referred to all year, thus giving your advertisement extra long sales-life. 


Limestone Plants need your Equipment — RIGHT NOW 


The potential machinery and equipment market in this field is so large it 
defies even reasonable estimation. Hundreds of plants need your equipment 
for expansion and replacement. Here's a buying-market for crushers, 
screens, conveyors, kilns, hydrators, bag-packing machines, hammermills, 
limestone spreaders—just to mention a few. Your advertisement will be 
placed in the special section with the editorial content. Thus, the reader 
is editorially conditioned to your sales story. It's an opportunity to SELL 
and serve. 


PIT and QUARRY @i\' 


538 SOUTH CLARK ST. * CHICAGO 5, ILL. 








“We are continually searching for 
ways in which to improve our prod- 
ucts. We find Product Engineering in- 
valuable as a most reliable source of 
original equipment information.” 


Says J. B. Armitage, 

Vice President in Charge of Engineering, 
Kearney & Trecker Corporation, 
Milwaukee, Wisconsin. 


THE MEN WHO DESIGN 





HE DESIGNS MACHINE TOOLS... 
HE READS PRODUCT ENGINEERING 


Yes, in the field of machine tools . . . and in every other industry 
that buys Original Equipment*. . . Product Engineering is No. 1 ! 


Wars you advertise in PRODUCT ENGINEERING 
you're talking to Brg Buying Power! More than 
18,000 paid subscribers — technical design men 
in management who last year bought compo- 
nents for $65,000,000,000 worth of new mertal- 
working products alone! 

Examine Propuct ENGINEERING Ss circulation 
— see for yourself how it penetrates deeper and 
higher into every market that buys and uses 
original equipment 91 per cent of total circu- 
lation goes into the important hands of execu- 
tives whose major function is to specify, approve 
and purchase parts, materials, components and 


finishes ! 


PRODUCT 


ENGINEBRING 


. 


a$s- 


MORE ADVERTISING OF ORIGINAL EQUIPMENT* IS CARRIED BY 
PRODUCT ENGINEERING THAN BY ANY OTHER MAGAZINE IN THE WORLD! 


And most important of all, this circulation is 
bought and paid for by the corporations and 
personalities that make up the Original Equip- 
ment Market. Bought and paid for because these 
men want to read the kind of information 
PRoDUCT ENGINEERING provides — edited exclu- 
sively for them by the Aighest-paid and most- 
qualified editorial staff of its kind— anywhere. 

PropuCcT ENGINEERING’S representative will 
be glad to show you complete details of Propuct 
ENGINEERING ’s circulation and readership in the 
machine tool, or any other segment of the 
Original Equipment Marker. Next time he calls 
—just ask him! 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 18 
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than are invested in the readers of 


CORRE HEE EEE 
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*Every company which manufactures 
machines, equipment or appliances is 
a part of your giant Original Equip- 
ment Market. To reach and sell this 
big, repeat-order market, almost 600 
display advertisers now invest, in 
PRODUCT ENGINEERING’S proved read- 
ership, far more advertising dollars 


any other design magazine. These ad- 
vertisers know that from the men who 
read Propucr ENCI'NEERING flows 
the authority to specify, approve, and 
buy their products . . . in big quantities 
and in repetitive orders which boost 
sales and drop costs down. 
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Team-Work In 
Marketing 
Plans 


Winnin g Sales 


Victories, Say 
Pleased 


Advertisers 





BROADENED AGENCY 
SERVICE CREDITED WITH 
MAKING MARKETING 
BUDGETS MORE EFFECTIVE 





[hat smooth, well coordinated 
team-work chalks up victories on sales 
fronts just as surely as on athletic 
fields is being agreeably demonstrated 
by a number of clients of Gebhardt 
and Brockson, Inc., Chicago agency 
All the various merchandising ac- 
tivities provided for in the budget are 
planned as an integrated program, 
prepared by the agency, and utilized 
to get the maximum benefit of work 
ing together. Each activity is designed 
not alone f\,; utmost individual effece 
tiveness but to contribute as much as 
possible to the effectiveness of all 
others. 


There is nothing basically new about 
the plan, the agency readily concedes: 
but it is entirely new in the experience 
of many advertisers. It is simply an 
extension of agency activity for a 
client, to include several functions 
which many agencies prefer not to 
exercise 

The agency is set up to handle these 
additional assignments, say its prin- 
cipals—such activities as direct mail 
house organs, catalogs, publicity, and 
the entire range of a marketing pro- 
gram for a “durable” product. The 
plan is described as especially ap- 
plicable to durables.” 

Exhibits have been prepared to 
show how programs are being coordi 
nated. Seeing these exhibits involves 
no obligation and can be arranged 
easily by a letter or call to Gebhardt 
and Brockson, Inc., 600 South Michi 
gan Avenue, Chicago—WAbash 
2-0703 

( Advertisement) 
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A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Paper, board needs rising; 
industry working at top speed 


© UNPRECEDENTED DEMAND for prac- 
tically all grades of paper, paper 
board, and newsprint was satisfied 
by paper and board mills in 1950 
December statistics, still incomplete, 
seem certain to show a total between 
23,500,000 and 24,000,000 tons. This 
exceeds the 1949 output by 
3,000,000 tons 

Prior to World War II, paper was 
taken pretty much for granted; it 
was a year and a half after controls 
began before the government ap- 
plied the official stamp of “essen- 


some 


tiality” to pulp and 28 types of paper 
and board 

In the present emergency, the po- 
sition of the paper industry was es- 
tablished when the first National 
Production Authority order (issued 
at the end of December, 1950) ruled 
against accumulating excess stocks 
of 50 classes of raw materials and 
manufactured items, including wood 
pulp, paper, paperboard, paper prod- 
ucts, newsprint and other printing 
papers. 

Another NPA order (M-36) is- 
sued last month, requires producers 


of paper, newsprint and board, to es- 
tablish reserves of designated grades 
in percentages of their monthly pro- 
duction to fill qualified Govern- 
ment orders. The set-aside percent- 
ages vary five or 10° according to 
grade. 

Abnormal packaging requirements 
always bring a heavy demand for 
board in wartime. This demand has 
brought some marginal mills back 
into production. One report said that 
the nation’s mills have been operat- 
ing at 106% of capacity based on a 
six-day work week. With marginal 
facilities back into production, it is 
believed another two per cent might 
be squeezed. 

One authority claims that Gov- 
ernment orders for paperboard com- 
prise between five and six per cent 
of the total orders received by the 
industry. As defense effort is in- 
creased, heavier demands unques- 
tionably arise . . BESSE MERRITHEW, 
editor, Paper Industry, Chicago. 


Mobilization means new plant, 
equipment for oil industry 


® OUR PRESENT mobilization program 
has created another period of great 
demand for the oil industry’s prod- 
ucts. While the last war .. and ex- 
pansion since . . saw new records set 
for crude oil and refinery produc- 
tion, a new war would call for still 
more petroleum and still more 
equipment. 

Recently, by government request, 
the National Petroleum Council 
named a committee to plan for in- 
creasing production, from wells 
through refineries through distrib- 
utors, of at least another million bar- 
rels a day of crude and its products. 
This stepped-up production is hoped 








and Vhs is the Way To 
Reach It. . 
FIVE YEARS AGO it was necessary to advertise in @] D E be N 


two or three publications to reach executive, depart- 


















mental and purchasing influences in the complex 


system of railroad buying. A ] L =) OA D S | 


Today, veteran railroad supply men, progressive 

ad men and agencies recognize MODERN 

RAILROADS as the one publication which reaches att a. _ | 
ALL buying influences! ~~ ig 


There can be no other possible explanation for 

MODERN RAILROADS’ truly remarkable ascend- 

ency to advertising leadership within five short : : | 
years! This is not “claimed” leadership—it is based 

on advertising growth (over 200 page annual in- 

crease in each of the past four years!) and on 





quantity, quality, variety and interest of its readers! 


MODERN RAILROADS also leads in advertising 

revenue per issue—a reliable yardstick; but by any : ; | 
yardstick MODERN RAILROADS TODAY : 

IS THE PUBLICATION WITH THE 

POWER TO SELL THE RAILROADS! 


.. it’s BIG in format, Editorial impact and Readership 
.. it's Beautiful—write for sample copy and see! 
.. it's POWERFUL —use it, and know! 


ODERN AILROADS 


NEW YORK 7.44) Lexington Avenwe 201 Nerth Wells Street CLEVELAR 
PASADENA 423 First Trust Bidg CHICAGO 6, ILLINOIS DALLAS 1 








that will give you distribution 


.. all you have to do is ask for it ... 
either by personal sales call or with 
the aid of advertising in Industrial 
Distribution, which reaches over nine 
thousand industrial distributors and 
their salesmen. Personally making 
nine thousand calls is not only time- 
consuming but also expensive. Here is 
where ads directed to distributors will 
uncover those interested—save you 


both time and money, 


Distribution is an important part of 
your company’s success . . . the wise 
selection and complete coverage di- 
rectly influences growth and company 
stability. 

The success story of manufacturers 
who are consistent advertisers is the 
greatest recommendation for your 
including Industrial Distribution in 
your advertising schedule. 


Industrial 
Distribution 


A McGRAW-HILL PUBLICATION 


CHECK THE THINGS 
INDUSTRIAL DISTRIBUTION 
CAN HELP YOU WITH 
[_] Secure more sales calls 
[] Add experienced salespower 
[] Increase volume 
[] Locate “DO” business through 
distributors 
[_] Increase number of distributors 
handling your line 
[_] Give closer contact with present 
distributor organization 


[_] Further acquaint present distribu- 
tor organization with your 
products 


[_] Keep present distributor organiza- 
tion reminded of your company 


[_] Help you sell your organization to 
distributor sales force 


the only 

magazine published 
primarily for 
industrial distributors 
and their salesmen 


330 WEST 42ND STREET, NEW YORK 18, NEW YORK 
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for within the next year, and means 
an increase of about 15% or more. 
This, in turn, calls for much addi- 
tional equipment. 

And, most important to the equip- 
ment manufacturers, the increase 
must be in this country. 

A third war would certainly call 
for a different type of service from 
the oil industry than in World War 
IL. Much of the production then pro- 
duced here was shipped out of the 
country. There was relatively lutle 
consumption here by war require- 
ments, except for training purposes. 

Possible contingencies of a new 
war include oil for land engagements 
here, airplanes going overseas, and 
other warfare on or near American 
soil. Any such military activities in 
this country, then, would call for 
much Army and civilian trucking of 
supplies; population shifts; manu- 
facturing moves, and possible troop 
movements. 

This prospect emphasizes impor- 
tance of maintaining wide, effective 
and economical distribution of pe- 
troleum products. Every terminal 
and bulk plant, even service stations, 
must serve a most important defense 
function. 

Manufacturing plants, widely dis- 
persed, are harder to get to. Street 
ears have been abandoned in many 
cases for gasoline driven buses. 
Many suburban trains and trackage 
have been abandoned. People man- 
ning plants must get to work under 
their own car power . . with gasoline. 

Regarding a possible gas short- 
age .. there is nothing in the pres- 
ent picture to cause the leaders of 
the oil industry to fear a gasoline 
shortage, providing we get a reason- 
able price to find and produce the 
crude and manufacture it into prod- 
ucts .. W. C. PLATT, president, Nation- 
al Petroleum News and Petroleum 
Processing, Cleveland 
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Clay Products are vital to war or peace economy 
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/ 
These Plants must expand! Modernize! 


They are hungry for your equipment! 


Pick a field that is Buying—no other publication can bring your message 
to brick, tile, sewer pipe, refractories or other clay plants. 





TH WABASH AVE. e HICAG<( } N she 7% cts 
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for every sales-wise advertiser: 


a 4-chart study 


Since the beginning of this century, Metalworking has been America’s biggest 
industrial market. In emergency times, Metalworking grows more precipi- 
tously than any other industry, represented more than 50 per cent of all 
industrial production in World War II. And what happened after World War 
II also points to a sales-wise reason why consistent advertising in Metalwork- 
ing’s best and widest-read magazine is the soundest present and long-range 
sales investment you can make. Here, in chart form, are the impressive facts: * 


THE PRE-WAR YEARS 


1935 1936 1937 1938 


Americon Machinist Index of Metalworking Production (1939 = 100) 
Federa! Reserve index of industrio! Production (1935-3%= 100) 


Here is a six sear record of prt-war production ...in Metalworking, 
and in all industries combined." In these years, when Metalworking 
accounted for about one-third of industrial output, its production 
curve closely followed the general levels of all industrial production. 


WORLD WAR TWO 


But look what happened in 
our last period of emer- 
gency. The bulwark of our 
World War Il effort...Met- 
alworking expanded its pro- 
duction between 1940 and 
1945 more than twice os 
fast as all industry com- 
bined! Between July, 1940 
and February, 1944, Metal- 
working production soared 
from 116 (1939 = 100) to 
472 on the American Ma- 
chinist Index of Metalwork- 
——— American Machinist Index of Metalworking Production (1939 = 100) 
ing Production. In the same —— Federal Reserve index of Industria! Preduction (1935-39 = 100) 
period, the Federal Reserve 
index of all industrial pro- 1942 1943 14 1945 
duction was climbing from 


123(1935-39= 100)t0244, *Coreful analysis of the bose periods used in the American Machinist and Federal Re- 
serve Indexes (1939 ond 1935-39) show these two indexes to be occurately comparable. 
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marketing economics 


POST-WAR... AND KOREA 


300 
1946 


—— American Machinist Index of Metalworking Production (1939 = 100) 
Federal Reserve index of industri! Production (1935-39 = 100) 


And because all sound advertising programs look to the future as well as to the present, this chart is 
highly significant, too. A sustained, post-war demand for the products of our most basic industry has 
kept the general levels of Metalworking production well above the general levels of other industry, and 
permanently made a wide gap between the production curves of Metalworking and other industry. 





15 YEARS OF INDUSTRIAL PRODUCTION 


—— American Machinist Index of Metalworking Production (1939 = 100) 
—— Federal Reserve Index of Industrial Production (1935-39 = 100) 


Here are our three previous charts put together... to give you a 15-year record 
of the reasons why advertisers invest far more advertising dollars to reach and 
sell Metalworking than they invest to sell any other industry. And among all metal- 
working magazines, it is significant that they invest the most advertising dollars 
in American Machinist. They do so because American Machinist, the only magazine 
edited exclusively for metalworking production executives, gives them more paid 
subscribers, more management subscribers, and more subscribers with buying 
power than any other metalworking magazine offers. 


Once again, industry's biggest market is growing faster than any other industry. 
For top coverage of your 1951 metalworking markets, concentrate your adver- 
tising in American Machinist. 
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| 
. n 
The McGrow-Hill Magazine of Metalworking Production ac in 4 


THIS IS A GOOD PLACE TO DO BUSINESS WITH AMERICA'S BIGGEST INDUSTRY 


McGrow-Hill Building, New York 18, N.Y. 
Member of the Audit Bureau of Circulation ond The Associated Business Publications 
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SELL 10 
TEXTILE MILLS? 


If you sell anything at all to 
textile mills you should get 
the facts about the new, 
dollar-rich markets which 
have opened up in Latin 
{merica recently. Nearly 
3000 mills buy at least part 
if their equipment, supplies 
and finishing materials in 
Many 

fit here. More will 


begin to do so as dollar 


the United States 


buy all 


surpluses accumulate in the 
/ ifin Ameri an countries 
If you have not alread. 
tablished strona, profitable 
nnections in M, XIc6, 
Cuba, Central and South 
Imi rica, We, as publishers 
world’s most widely 
read Spanish-lanquage 
xfile industri 5" magazine, 
ould like t explore the 
In the 


it write 


es with you 


of the magazin« 


and mark: { fas 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 
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What can you do when defense 


work changes ad schedules? 


stIrvaTion is no different 
others. At 


thought we might easily carry on a 


8 YOUR 
from many first, we 
normal civilian economy and still 
engage in a moderate defense pro- 
gram. Right or wrong, this now 
seems a thing of the past. It is essen- 
tial that you change your program. 

There are many jobs you can do 
to build good will. Service literature 
is one of the most effective. If cus- 
tomers and prospective customers 
cannot get all the material and ma- 
chinery they need from you, you 
can help them use to better advan- 
se the goods they do get by pre- 


t 
paring effective information and 
data about your line. Just using th 
lata daily gives confidence in your 
company and its products. 

You may also want to take more 
active part in exhibits and displays 
featuring your company, its proc- 
ucts and services. Here you meet the 
buyer more than half way and can 
discuss various problems with hi 
He is coming to your booth and you 
are being of help not aggressi ely 


rying to sell 


problems | 


in Industrial Marketing 


Which is best? typewriter 
type or written script? 


® 1 poust if anyone has records on 
which style is better. We think it is 
good to vary your material occasion- 
ally when you have what might nor- 
mally appear to be a pencil or pen 
memo with personal signature. This 
seems informal and more personai 
at times and can be used effectively 

If you have a mailing in mind from 
which you want replies, try using 
half typewriter and half pen or pen- 
cil written note and see which pulls 


best. 


Substitute service copy 
for hard selling ads 


® IN WORLD war I there was great 
criticism of so-called institutional 
ads. In World War II there was still 
some bad advertising but more that 
was practical and useful. It is hoped 
that in our current defense economy 
more and more advertising may be 
of practical value. 

If you can’t advertise material or 
machinery for prompt delivery, you 
can advertise services and values 
provided by your products. But if 
management believes even this to 
be too strong, you can fall back on 
service advertising 

Give your customers current news 
in your field. Tell them about im- 
changes 


provements, mechanical 


that are being made now or are on 





When your sales 
literature is in CMC 


...it’s bound to attract 


attention of specifying 
teams to your chemicals 


and raw materials. 


As the process industries’ working en- 
cyclopedia on chemicals and raw materials, 
CMC attracts specifying teams to your 
products. They turn to Chemical Ma- 
terials Catalog as their only sourcebook 
of up-to-date facts on over 3,000 chemi- 
cals and raw materials. Quickly, conti- 
dentially, CMC gives them your complete 
product story—from chemical properties 
to structural formulas. With such needed 
information at their fingertips, these speci- 
fiers who are inaccessible to your sales- 
men, immediately determine whether your 
products meet the need of their problem 
or project. As a result, inquiries are made 
which your sales representative can trans- 
late easily into orders. 


A continuing study provides 
striking evidence of CMC's 
vital function and 
wide use as a confidential 
specifying and buying reference. 
Ask your Reinhold Catalog 
representative to furnish 
you with all the facts 
and figures. 


CHEMICAL 
MATERIALS 
CATALOG 


1951-52 Edition of 


Chemical ENGINEERING Catalog 


CLOSES APRIL ist! 


1951-52 Edition of 
Chemical VAL 8!ALS Catalog 
CLOSES MAY ist! 


When your product 
story is in CEC 





...you don’t miss out 
on “inside” specification 
conferences in 
12,000 process 
industries plants. 


Today, more than ever, it’s virtually im- 
possible for your sales engineers to ap- 
proach “inside” specifying teams in the 
process industries. Gates, guards and 
other defense measures, plus the normal 
screen of secrecy, work to kevp your men 
outside. 

However, you can be sure of being rep- 
resented at “inside” specification con- 
ferences when Chemical Engineering 
Catalog is on your sales staff. This super- 
salesman will tell your technical story 
fully to specifying teams in 12,000 Dun 
& Bradstreet company-rated plants. Every 
day, for a full year, CEC stays close by 
specifiers responsible for the allocation of 
hundreds of millions of dollars annually 
for new facilities, for plant maintenance, 
and for development and research in the 
process industries. 

Forms close April 1st. 
The 1951-52 edition of CEC és sure 
to be the most important volume 
in the 36 annual editions 
published to date. It is your 
chance to make sure of added 
sales during the year to come. 


CHEMICAL 
ENGINEERING 
CATALOG 


Reinhold Publishing Corporation 
330 West 42nd Street, New York 18, N.Y. 


CHICAGO * PHILADELPHIA * CLEVELAND * BUFFALO * DALLAS * SAN FRANCISCO * LOS ANGELES * SEATTLE 
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This High Production Cotton Comber, developed by The Terrell 
Machine Company, Charlotte. N. C., produces upwards of 40 
pounds of combed cotton per hour with six combing heads. 
Control circuit diagram shows integration of control relays and 
limit switches which provide automatic operations and protec- 
tive stop motions. A 3 hp motor is used for both machine and 
blower drive. Coiler head is powered by a 1/20 hp gearmotor. 





KEY TO MODERN PRODUCT DESIGN 


When a product manufacturer sets out to build a machine, appliance or appara- 
tus that will do more, automatically, the design problem invariab!y centers 


around electrical (or electronic) controls. 


Skillful application of electric power and control adds new product functions, 
ups performance, reduces to a minimum the need for operator supervision. 

Product electrification calls for specialized knowledge—alertness to new en- 
gineering techniques, components and their application possibilities. 

ELECTRICAL MANUFACTURING provides this technical know-how for the en- 
gineers and designers of all electrically operated products, in more than 9000 
unit plants. These product makers look to ELECTRICAL MANUFACTURING for 
practical help on all their electrical design problems, also on all related prob- 
lems of mechanical design, appearance styling, and the specification and appli- 
cation of materials, metals, parts, equipment and finishes. 

ELECTRICAL MANUFACTURING is patterned to the specific needs and inter- 
ests of the engineers and designers of electrically operated products. It’s a vital 


medium of communication in today’s Mobilized Economy! 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE @e NEW YORK 20, N. Y. 





SELL DIRECT 


TO CERAMISTS 


VIA 


C.B. 


CERAMIC BULLETIN 


Ceramic Bulletin — read by the men 
who create ceramic business. C. B. 
offers the advertiser the concen- 
trated attention of 5,297 ceramists. 
These men read C. B. to gain knowl- 
edge of research happenings, proc- 
esses, and methods current in the 
field. 


5297 


CIRCULATION 


The top strata of purchasing influence in the 
ceramic field will convene at the Palmer 
House, Chicago on April 22nd to the 25th. 
The occasion is the 53rd Annual Meeting of 
the American Ceramic Society. C. 8. — the 
official orgen of the American Ceramic 
Society — will carry the only complete show 
directory and official program of the meet 
ing. These editorial features, combined with 
the significant research material which is 
constantly published in C. B.. offers adver- 
tisers an excellent opportunity to gain the 
attention of these readers. Present your soles 
message in C. B. and win sales contacts for 
your company 

*Write for an analysis of C. B.'s circuletion— 

see exactly whe reads C. 8 


Ceramic Bulletin 
published by the 
American Ceramic Society 
2525 N. High St.. Columbus 2, Ohic 
Dept. C.B. 
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Editorial Formula for Profitable Advertising 


pottieneck = 

e mn the ary, but only Beceee, 
Rigs worked Ming in metal SUMP 

big pumps OPE Tigh ground-water 

~ Advertiser preference car only be caused by reader prefer- 


ence. ‘And this reader preference is the result of a balanced 


editorial recipe, including: 
, » Firmly believing in staff-written reports, 
Pro) ects: CONTRACTORS AND ENGINEERS MONTHLY sends 
its own editors out to the construction job. They take their 
own photographs and write their articles from first-hand, 
unbiased knowledge of the project. 


. Month after month, C&E Monthly carries more 
Products: product news than any other magazine in the 
field, important reading in the highly mechanized construc- 


tion industry. 

Peo le » People like to read about people, and they find 
/p * lots of personnel news in ‘‘Distributor Doings.” 
“Portraits in Print’’ and other news of active construction 
men are also featured in each issve. 


po. Where h been and wher 
Perspective: So te on aus ds don te 


each issue carries “News and Views” on trends in the 
construction industry, plus feature articles on major 
developments. 


This balanced editorial recipe has made CONTRACTORS AND 
ENGINEERS MONTHLY preferred by more advertisers than any 
other monthly in the field. And more exclusive advertisers. 
Like a copy? Address 470 Fourth Avenue, New York 16. 





the NEWSpaper of highway and heavy construction 
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A plan-of-action ... for now 


Now ...in March . . . ELECTRICAL CONSTRUCTION AND MAINTENANCE has its 

anniversary year program well under way. It is sparking special action in 

every field of electrical distribution and utilization . . . for industry and commerce, homes and 
farms, bridges and airports .. . to meet the growing needs of a mobilization year, 

and help meet tomorrow’s still greater electrical demands. 

There is a part in this program — a productive part — for every manufacturer 
with a product, service or idea to sell to the electrical construction and 
maintenance industry. For manufacturers of light and power equipment. . . tools... 
and materials . . . for electrical installation, maintenance and modernization. 

Every issue of the year is an action issue — 

spurring a two-and-a-half-billion-dollar industry to pioneer new fields. 

What is ahead? Here are some of the trends. 

Read them ... and plan your own part in this important anniversary year program. 


50th ANNIVERSARY YEAR 


20 | 





These frontiers are 
opening new markets 


Energy distribution 


In industry, with power needs becoming more 
specialized, the trend is toward refinmg “raw” 
power at the point of use. The editors foresee 
growing use of higher voltage — with package sub- 
stations at load centers within structures distrib- 
uting energy where needed. They see a wider 
variety of voltages put to work .. . 480 volts for 
power .. . 280 volts for lighting . . . lower voltages 
for control and for portable equipment . . . high 
cycle operation of tools and fluorescent light. 


Light 


There will be new standards of illumination, 


and the magazine will continue to take the lead i 
. some of the areas in which 


in reporting developments, and in helping the 
L CONSTRUCTION AND MAINTENANCE 


contractor put them into practical use. On the 
horizon is high frequency energizing of fluorescent 
fixtures, larger source areas for illumination, op- P P 
S Ses ' point the way. It will supply the know-how. 

timum values in artificial lighting. . 
It will carry product news and method news. 


Heat It will supply the selling and business-management 
help the industry needs. Particularly in the July 


There are enormous new possibilities for the 
practical application of electricity, in industrial Anniversary Issue .. . it will develop a special 
processes and in space heating. The potential . 
= . F program—and put it to work. Your advertising 
market for electric heating represents a single fu- 
ture market equal to the total past electrical mar- 
ket. And ELECTRICAL CONSTRUCTION AND MAINTE- returns from it. 
NANCE — which has done a pioneer job in this field 


will contribute to this program . . . and reap big 


-is planning new prods to progress. 


Electronic controls; Anniversary Issue 
communication coming in July 


Controls are set for another milestone decade 
in the 50's. The next great field of control is the 
further extension into areas of automatic operation. Write NOW for details 

The 50's will bring increased use of tele-meter- 
ing ... to read dimensions, pressures, temperatures 


by electrical impulses. Of television monitoring. 
And of synchronized production controls, operated 
by servo-mechanisms. 
Modernization 

It is clear that the new developments will out- 
mode present wiring systems. New programs of 
periodic re-inspection and modernization of exist- 


ing buildings are vital. ELECTRICAL CONSTRUCTION 
AND MAINTENANCE has planned new drives to ex- 
tend the useful life of buildings — and bring homes 


and industry up to date, by modernization. 


CLOSING DATE—JUNE Sth 


Preventive Maintenance McGRAW-HILL PUBLISHING CO., INC. 


The growing éependence of industry, commence 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
and the home upon electricity will place new em- 


phasis on preventive maintenance . . . to insure 

ates ; “tor ABP 
continuity of service . . . to help keep America’s 
production moving at full speed. This will open ABC 
important new fields of work . . . vast new markets. 


March 195] | 31 





It’s easier to scl! materials, 
parts and finishes in 


Materials & Methods 


For in M&M more than 18,000 paid subscribers 
concentrate on editorial content that deals exclusively 
with the materials problems of product design 

and manufacture. 


In Materials & Methods, your sales messages receive the high-interest readership of 
the largest concentrated materials-specifying audience in the world. More than 
18,000 materials engineering men subscribe to M & M because they want help with 
the materials problems of product design and manufacture. They went your prod- 
uct story if it deals with materials, parts or finishes. 


In the hard goods or product manufacturing industries, the materials-specifying 
function is exercised within 5 Technical Title Groups: 


Technical Management Men * Engineers > Designers 
Metallurgists + Plant Production Men 











Not all the men in the above five groups are engaged in materials engineering. The 
men who do perform the materials engineering function find M & M indispensable. 
It is their sole source of authoritative editorial content devoted exclusively to help- 
ing them solve the materials problems of product design and manufacture. 


You can sell materials, parts and finishes more economically in Materials & Methods 
—where you buy only the attention of materials engineering men. 


Iadastry's 31 market place Materials & Methods 


The Magazine of Materials Engineering 


0 0 Canmes aun oie A REINHOLD PUBLICATION 
per 330 West 42nd Street, New York 18, N. Y. 
Philadelphia + Cleveland + Chicago * Dallas 

Los Angeles * San Francisco * Seattle 





$25,000 booklet brings 


Hays $1,430,000 in sales 


By Frederick I. Lackens 


® MANUFACTURERS of heavy industri- 
al equipment often encounter two 
difficulties in sales 
stories. First, the equipment weighs 
tons, which makes it impossible for 
salesmen to lug it from prospect to 
Second, the equipment is 


presenting 


prospect 
highly technical and complex . 
which at best is difficult to explain 
A company that met and solved 
this problem is Hays Corp., Mich- 
igan City, Ind., manufacturer of in- 
dustrial instruments and controls 
The solution 


tell-all manual called a “sales vis- 


a 170-page, loose-leaf, 


ual” which (1) presented engineer- 
ing factors in a way they could be 


readily understood and appreciated 
and (2) gave the prospect a first- 
hand visual impression of just how 
these factors could be applied to his 
own problem. 

The per copy cost of the manual 
was high . . $156. One for each of 160 
salesmen ran the original cost up to 
$25,000. But it was a sound invest- 
ment, for during the eight years the 
manual has been in use, it has been 
directly instrumental in closing 
$1,430,000 worth of sales. The man- 
ual also can be é¢redited with “as- 
sists” on potential customers who 
later placed $3,000,000 in orders. 

The manual makes no attempt at 


Industrial Marketing 


being flossy, avoids high art and in- 
genious copy in favor of getting to 
the point and telling the story quick- 
ly. Between two covers it brings to- 
gether the important technical and 
sales points of the entire Hays line 
in an organized mannner which 
makes the material easily usable by 
salesmen 

The first of the manuai’s six sec- 
tions discusses the purpuse of com- 
bustion controls, and is written to 
explain to the non-technical pros- 
pect why combustion controls are 
needed and what service they per- 
form. 

The manual also 
three basic methods of control, and 


explains the 


the component parts of an individual 
controller. 

Section two is simply a key listing 
of all brands and types of fuel burn- 
ing equipment being made today 
(some 60 different makes). By 
checking through this list with the 
prospect, the salesman can deter- 
mine exactly the kind of fuel burn- 
ing equipment in the prospect’s 
plant and he knows which type of 
control to discuss and recommend. 

As soon as the salesman has de- 
termined the type of fuel burning 
equipment to be controlled, he refers 
to the third section of the book 
where 14 different control systems 
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Three-month course. . 


Public speaking, pagentry booms IC 100 years 


By Bob Aitchison 


® THERE ARE two basic rules for con- 
ducting your company’s anniversary 
program whether it is a one-day 
or an all-year affair whether it is 
a fifth anniversary, or a 100th. So 
says the Illinois Central railroad, 
currently celebrating its centennial 
year 


First 


minute to start planning and prepar- 


don’t wait until the last 
ing. It's impossible to do a good job 
in just a few weeks. Depending on 
your 


the scope of anniversary 


project, active planning and prepara- 
tion must start from three months 
to three years in advance 

Sex ond 


ganization of what is being planned. 


inform your entire or- 
Don't keep it as a secret among the 
relatively few who are handling the 
preliminary planning. Be sure that 
all of your employes know what is 
going on. Go out of your way to de- 
velop their interest and enthusiasm 
Your anniversary can and probably 
will fall flat on its face without their 
help 

The “LC.” speaks from experience 
and with authority, for the rail- 


road's men and women are conduct- 


ing a centennial with the expertness 
and thoroughness of veterans. In 
November, 1948, Wayne A. Johnson, 
the railroad’s president started things 
rolling by appointing a centennial 
committee consisting of a re>oresent- 
ative from each major department. 
The 12-month centennial program, 
now in its third month, is already a 
roaring success. But, it was planned 
that way with thorough advance 
preparations covering these seven 
different and varied activities. 


A public speaking course . . was 
offered to employes who may have 
an occasion to tell the centennial 
story to local groups such as Rotary 
Clubs, Chambers of Commerce, etc. 

Anticipating a heavy demand for 
speakers during the centennial year, 
and knowing that the best story in 
the world can be dull and unin- 
teresting if not properly told, the IC 
undertook to train a corps of speak- 
ers in the fundamentals of public 
speaking. 

More than 275 employes volun- 
teered for the course, which met for 
a two and one-half hour session once 
a week over a three month period 
Classes were conducted at ten main 
points throughout the system. Dur- 


ing 1951, it is estimated that this 
group will present 2,500 talks before 
a total audience of 375,000 persons. 


A pre-centennial meeting . . gave 
supervisors “advance” information 
on the centennial, for transmittal to 
the rest of the organization 

On Nov. 3, 1950, more than two 
months ahead of C-day, some 300 
supervisors were called into Chicago 
for a briefing session and luncheon 
at the Stevens Hotel. Members of 
the centennial committee outlined 
plans and discussed the “why” and 
“how” of each phase of the centen- 
nial program. Supervisors were fur- 
nished with a complete outline of 
proposed activities and asked to re- 
peat the meeting for the benefit of 
their local organization back home. 

To provide still more information 
to the entire organization, the Feb- 
ruary issue of the employe publica- 
tion, “Illinois Central Magazine,” 
was devoted completely to detailed 
stories covering the centennial pro- 
gram. 


A book . . “Main Line of Mid- 
America,” was written by Carlton J. 
Corliss, well-known authority on the 
history of America’s railroads 





Displays and a pageant. . 


ex 


“Main Line of Mid-America” is not 
a dry listing of dates and events 
It’s astirring story dealing with many 
colorful figures from early Amori- 
can history men such as Andvew 
Jackson, Henry Clay, Daniel Web- 
ster, Jefferson Davis, Stephen A 
Douglas and Mark Twain. 

Newspaper editors and critics from 
coast to coast gave the 496-page 
book high praise. To date, the IC 
public relations staff can point to a 
stack of more than 300 clips, almost 
all favorable. In addition to regular 
“book 
newspapers did features based on the 
part of the book dealing with the 
local territory. Published by the 
Creative Age Press, New York, the 
book is sold through book stores at 
$4.75, but is available to Illinois 
Central $2.50. Two 
months after publication, sales to 
employes had topped the 3,000 mark 
More than 2,000 copies were sent to 
newspapers, high schools and col- 


review” handling, some 50 


employes at 


leges, and libraries of on-line towns 

In addition to the book, a 48-page 
booklet has been prepared for free 
circulation. It does not attempt to 
condense “Midline of Mid-America,” 
but rather deals with highlights in 
the road’s history. The initial print 


ed the centen 


order was for 100,000 copies 


A centennial pageant. . “Song of 
Mid-America,” 
civic, business, professional and re- 


was shown to 1,000 


ligious leaders of the Chicago area 

In 19 scenes and 90 minutes the re- 
view with music, choreography and 
narration followed the growth of the 
IC from a committee meeting of a 
few far-sighted pioneers, Feb. 10 
1851, in Rantoul, Ill, to the present 
day when the line’s annual business 
exceeds $275,000,000. 

The Chicago Tribune, which more 
often than not, finds fault with the 
big city’s shows, professional and 
otherwise, had this to say of the 
pageant: 

“Altho only a one night stand, the 
review, “Song of Mid-America,” had 
the polish of a professional hit, the 
impressiveness of a historical pag- 
eant, and the pep of a Broadway 
musical.” 

While the cast of the show in- 
cluded few if any big names, the IC 
called on well-known artists to 
handle the producing and directing 
assignments. Producer of the show 
was Helen Tieken Geraghty, with 
Isaac Van Grove creating the musi- 


cal score and arrangements and 


Joan Woodruff in charge of dances 
and choreographic staging. This di- 
recting team is well known for its 
work on the Railroad Fair’s “Wheels 
A-Rolling” in 1948-49, and the Chi- 
cago Fair's “Frontiers of Freedom” 
last year. 

“Song of Mid-America” has been 
so well received that IC officials are 
seriously considering producing it as 
a color and sound movie. Such a film 
would be made available to schools, 
civic and religious groups, and other 
interested organizations. 


Bronze medallions . . commemo- 
rating the centennial, went to em- 
ployes, customers, and prominent 
persons in business and government. 
Pocket-piece medallions about the 
size of a half-dollar went to all em- 
ployes and executives, active and re- 
tired. Arrangements were made 
with watch inspectors along the line 
to engrave the individual’s name on 
the pocket-piece at no charge 

The larger, three inch, paper- 
weight-type medallion for shippers 
and others were distributed in per- 
son by company representatives. 

The medallion idea was carried 
still a step further in the form of 
some 150 commemorative markers 
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The answers... 


The answers to a vital marketing question 
for most industrial pli are offered by 





these veteran market research executives. 


@They analyze the relati of company 
size, product and distribution system to the 
marketing research department. 





@ They i the arg ts for and 
against supporting a market research de- 
partment in the developing mobilization 
economy where suppliers are or soon may 
be selling to one market . . the U. S. govern- 
ment 





@They don't always agree. But whatever 
your company’s size and whether you have 
@ research department or not. you are 
offered facts and authoritative opinions 
from which to draw your own conclusions 
in this third in a series of 12 articles by 
Mr. Marsteller on timely. controversial 
marketing subjects. 


Can you afford 


a market research department? 


By William A. Marsteller 


® THE sUM it takes to run a market- 
ing research department is relative- 

low often about .2 of gross 
sales, or $20,000 annually for a com- 
pany grossing $10,000,000 

The question is: how big do you 
have to be to support a marketing 
research department at this rate? Or 
is bigness really a determining fac- 
tor? 

Another pressing question, in the 
current uncertainty about war is 
marketing research economicall; 
justified and flexible enough to war- 
rant its continued use and expansion 
in a wartime economy? 

Into the laps of some 30 industrial 
marketing executives we dumped 
these questions. The importance of 
the problems posed to them is par- 
ticularly great today. Why? 

First, they are important to the in- 


Marketing 


dustrial companies which already 


have established, productive mar- 


keting research departments. The 
future of these departments must be 
decided . . shall they be discontinued 
as marketing fact-producers because 
in the growing wartime economy 
selling often becomes a subordinate 
function? Or should they be main- 
tained even expanded . . during 
this period under the premise that 
the need for continuing facts and 
especially in 


ideas always exists, 


periods of rapidly changing econom- 
ic conditions? 

Secondly, the subject of industrial 
marketing research is important to 
industrial companies whose digging 
and developing of marketing infor- 
mation is done in a very informal 
manner. Such companies also have 


a decision should they establish 


F. R. Meyer 


Me 1eF 
vignage 


C. B. Grove 
Market r Mar t 


Cc. E. Darling 


resear 


and formalize their gathering of 
marketing and allied facts into a re- 
search department, or can they af- 
ford to continue the less systematic 
and unorganized marketing research 
in a period of great business up- 
heaval and change? 

Let’s look at what some of the ex- 
perts say. They don’t all agree with 
each other. But in their comments 
are useful guides for nearly every 
type of industrial company 


Is bigness the most 
important factor 

in setting up a marketing 
research department? 


Almost 90 
questioned said 


of the marketing men 
emphatically that 
bigness, or sales volume, of a com- 
pany played, at most, only a second- 
ary role in the decision to set up a 
marketing research department. 
Factors cited as more important in- 
cluded: 

1. Nature of the company’s oper- 
ations (products, distribution 
lets, size and type of market). 

2. Enthusiasm and desire of man- 
agement for marketing research (is 
management sales fact-minded”). 


out- 





A. C. Daugherty 
Manager 
Market re 


Rockwel 


Leavitt Scofield 


H. D. Everett. Jr. 


Market re 


3. Complexity and number of the 
existing marketing problems. 

4. Growth prospects of the com- 
pany. 

5. Position of the company in its 
own industry. 

6. Frequency of product changes 
and introductions 

Here’s what C. H. Schiller, man- 
ager, commercial research division, 
American Steel & Wire Co., Cleve- 
land, had to say: 

“Factors other than bigness are far 
more important in determining the 
need for an industrial marketing de- 
partment. Fundamentally, market- 
ing research is a function of man- 
agement and so, either formally or 
informally, wherever there is man- 
agement, there is marketing re- 
search. Marketing research is pres- 
ent in any organization where top 
management wants to get the most 
for its distribution dollar.” F. R. 
Meyer, manager of commercial re- 
search, Acme Steel Co., Chicago, is 
one of many who went along with 
this theory. 

On the other hand, W. F. Newton, 
manager of market research, 
Columbia Chemical Division, Pitts- 
burgh Plate Glass Co., believed that 


size is important in at least one re- 


H. H. McKee, Jr. 


Virector 


John P. Duane 
Director 


arket research Market research 


Interchemical Corp Perfect Circle 


® 


Anthony Neher 


Manager 


C. F. Sanborn 
Manager 
t research Sales prom 


tte Chem 


spect. He said: “Size is important in 
the question of setting up a separate 
department for market research ac- 
tivities. Any successful company, re- 
gardless of its size, must do some 
form of market research work but 
it does not appear feasible in some 
of the smaller companies to set up 
this activity as a distinct depart- 
ment.” 
Two 
Childs, manager, market 
Jack & Heintz Precision Industries, 
Anthony Neher, 
sales promotion manager, Century 
Electric Co., St. were out- 
spoken in their views on “bigness.” 
Said Mr. Childs: “In my opinion big- 
ness has nothing at all to do with 
such a need. A one-man operation 
needs to examine both his actual and 
potential market just as definitely as 
does a complicated corporation.” 
Said Mr. Neher: “As a matter of 
fact, there is not a big or a little busi- 
ness in existence that does not de- 
pend on the collection of some fac- 
other words, 


marketers, Joel G 


research, 


other 


Cleveland, and 


Louis, 


tual information. In 
they perform the function of re- 
search without being aware that it 
is research. The regrettable part is, 
they could do a better job if they 
realized that the process could be 


Joel G. Childs 
Manager 
Market research 
Jack & Heintz 


James R. Hawkinson 
Prof. of marketing 

School of Commerce 
Northwestern Univ 


Parker Frisselle 


Manager 


D. M. Pattison 
y 

Vice-president 
Market research { sales 


w Chemical Cor; Warner & Swasey 


carried much further if it were done 
consciously as research.” 

A prominent educator and busi- 
1ess consultant, James R. Hawkin- 
son of Northwestern University, 
concluded that there is no pat an- 
swer to the decision-making proc- 
ess involved in setting up an indus- 
trial marketing research depart- 
ment. A combination of several fac- 
tors usually in the 
final analysis. He does venture this 
opinion, though: “A company which 
frequently brings out new products 
to a market that isn’t itself studying 
its needs, would have more use for 
marketing research than a company 
that sells fabricated parts, for ex- 


is considered 


ample.” 

In agreement with Prof. Hawkin- 
son is F. M. Carlson, economic an- 
alyst, Dresser Industries, Dallas. He 
believed that the decision would de- 
pend on whether marketing research 
can contribute toward increasing the 
sales and profits of a particular com- 
pany. 

Some time ago the National As- 
sociation of Manufacturers reported 
that where company sales are less 
than $2,500,000 annually, few com- 
panies have established separate de- 
partments. F. W. Jenness, market 


sontinued on page 122 
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Conveyor expedites orders 


for industrial ‘Sears, Roebuck’ 


By G. D. Crain. Jr 


® THE TYPICAL industrial advertiser 
deals in relatively large and expen- 
sive merchandise, from machine tools 
and concrete mixers to carloads of 
cement or sheet steel. So when Fish- 
er Scientific Co., Pittsburgh, is re- 
ferred to as the “Sears, Roebuck” of 
the laboratory supply field, it isn’t 
difficult to visualize a business made 
up of many orders for many items 

Such a picture would be in line 
with the facts, as the industrial lab- 
oratories, schools and colleges and 
other users who make up the expand- 
ing laboratory market of the country 
are small but frequent buyers. The 
number of orders received at the 


Pittsburgh plant one of five op- 


erated by the company runs into 
many hundreds per day, and the 
average order totals a little more 
than $34 

Efficient processing of orders, both 
to assure accuracy in billing and 
execution and promptness in service, 
has resulted in the company using a 
belt conveyor system, which is de- 
scribed in words and pictures on 
page at right. It is an impressive 
demonstration of how to run a big 
industrial supply business in a way 
to eliminate errors and wasted ef- 
fort and provide quick and accurate 
service. The system was designed and 
installed by the Alexander Proud- 
foot Co., Chicago 


Fisher is the largest laboratory 
supply house in the country, and 
probably in the world. It is celebrat- 
ing its 109th anniversary this year 
somewhat vicariously, since the 
Eimer & Amend plant in New York, 
which it acquired some years ago, 
was founded in 1851. The anniver- 
sary year also marks the occasion for 
dropping the old name and running 
this house under the aegis of Fisher. 

When the Fisher business was 
started in 1902, many of the scientific 
instruments which it sold were made 
in Germany. After World War I 
American houses developed the tech- 
nical facilities for the development 
and production of many precision in- 
struments for laboratory use, and 
Fisher today makes about 500 of the 
items which it sels. The company’s 
principal catalog, of which 85,000 
copies are distributed, describes 15,- 
000 items, so that obviously the com- 
pany’s line is assembled from many 
sources of supply. Other catalogs are 
devoted to laboratory chemicals and 
steel furniture. 

An interesting feature of the busi- 
ness is that the main catalog, a 
bound volume of nearly 1,000 pages, 
carries prices, which are net and not 
list. They are subject to change with- 
out notice, of course, and in these 
hectic times keeping prices up-to- 
date is one of the biggest tasks its 
order department must handle. That 
is one of the key jobs in order 
processing. Customers realize that 
catalog prices, especially in a book 
issued most recently in 1949, can- 
not be expected to be as stated, and 
there is little difficulty due to neces- 
sary price adjustments. A new book 
is now in preparation for delivery in 
1953. 

Many of the individual pages in 
the catalog, which is printed by R. R. 
Donnelley & Sons Co., Chicago, are 
used as bulletins or mailing pieces, 
and in these prices are of course 
brought up to date before the sheets 
go out to customers. 

Another big source of business is 
the company’s house organ, “The 
Laboratory,” issued five times a 
year, which is distinguished for its 
black and white covers, in which 
famous paintings of early historical 
scenes in the world of science are re- 
produced. Considering the fact that 
only one color is used, the reproduc- 
tions are striking and of great in- 
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Forum subject for March . . 


What happens . . or what should happen 
to the industria! sales organization in time 
of war? What is there for the salesman 
to do when there is nothing to sell? Top 
management is quite articulate on this sub. 
ject. Here is what they have to say in 
answer to these questions: 

@ What is your basic policy relative to your 
company's sales force during the present 
emergency? 

® What will you have your salesmen do if 
and where there is little or nothing to sell? 
8 Will you maintain your sales organization 


at its present level? 





F. Dougherty 


® Our basic policy with respect to 
the sales department is to withdraw 
emphasis from product selling and 
maintain contact with customers in 
ways in which salesmen can be help- 
ful. We are 


from sales to other departments of 


diverting man-hours 


the business but maintaining ou 
sales staff at the present level 


Following are the specific steps 


management 


forum 


which have been or will be taken in 
line with this policy. 

1. We have doubled the size of our 
expediting staff by adding several 
men drawn from the sales staff. 

2. Other salesmen will give as- 
sistance on field expediting and as- 
sist in locating scarce materials and 
new sources of supply on request 
from the purchasing department. 

3. Salesmen will help in the dis- 
tribution of a complete new line of 
instruction books on maintenance of 
Stokes equipment 

4. Salesmen will give on-the-spot 
maintenance service, or when neces- 
sary, communicate with the home 
from a new 


office for assistance 


emergency crew whose members 


stand 24-hour duty ready for im- 
mediate departure wherever serv- 
ice is needed to keep equipment op- 
erating at top efficiency 

5. Salesmen are trained to point 
out to customers the versatility of 
standard equipment and accessories 
so that customers can speed delivery 
by using standard or quickly avail- 
able equipment 

6. Salesmen will keep customers 
closely informed on delivery situa- 
tions. 

7. Salesmen will explain 
ties and other details so customers 
can be best guided in following cor- 


priori- 


rect procedure 
8. Salesmen will cooperate with 
customers in studying and analyzing 


future needs 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


Thomas W. Pangborn 


® The basic policy relative to our 
sales force during the present emer- 
gency is to maintain our normal or- 
ganization at peace time strength 
and continue to serve the metal and 
process industries to the greatest 
benefit to the war effort 

The field work of our sales engi- 
neers will, as in peace time, be given 
increase 


to assisting management 


production, save manpower and 
eliminate dust hazards 

Maintaining our present sales 
force at its peace time level seems 
consistent with our relationship to 
defense preparations. Therefore we 
change in 


contemplate no major 


numbers or activities 


® Since our phenolic molding com- 
pounds and resins comprise a highly 





technical group of products, our field 
organization necessarily is compos- 
ed of men who have served an ap- 
prenticeship in our laboratory and 
Our policy is 
maintain this staff. 
While this is partly selfish, their 
experience and know-how are bene- 
ficial to the procurement officers of 


plant obviously to 


the armed services who have prob- 
lems concerning plastics. 

Our field men are actually techni- 
cal advisors and servicemen rather 
than salesmen. As plastics enter the 
products developed and purchased 
by the 
more, these men will be fully occu- 
pied both in the field and here at the 
plant. Plastics being chemical prod- 


armed services more and 


ucts are never static, but are con- 


stantly being improved and new 
ones being developed. To keep pace, 
our men must come into headquar- 
ters for fresher courses 

Regardless of which way the wind 
blows, we shall maintain our field 
organization at its present level. As 
far as it is practical, we shall con- 
tinue our policy of developing men 


for this work 


Roger L. Putnam 


rresice 


® We believe that times like this re- 
quire just as expert sales-handling 
as do the times when demand is 
scarce. It now is a very difficult time 
in which to maintain good-will. Of 
course, we can all get orders, but 
things may happen that prevent our 
delivery at the scheduled time. It 
takes real and constructive selling to 
explain those reasons to the custom- 
er and have him come back for more. 

During World War II, a number of 
industrial marketers made what I 
thought was a mistake. They drasti- 
cally curtailed their sales activity. 
They suffered 
spondingly when competition re- 
turned. I know that we had many 
expressions of gratitude for having 
our salesmen continue to call on cus- 
tomers, even though not as frequent- 


must have corre- 


ly as in peace-time. 


Salesmen can be put to very good 
use during such periods, as expedi- 
ters, when they cannot be actually 
selling. Cutting down their schedule 
of calls on customers can be very 
easily explained by telling the cus- 
tomers that they are still working in 
their interests by helping get scarce 
materials. A salesman must always 
be thinking of his customers’ needs; 
he must keep up his morale by 
working for his customers’ needs; 
and expediting certainly is doing 
this. 

Ours is a relatively 
highly-skilled sales group. It is defi- 
nitely not our intention to cut down 


small and 


their number, except as they may be 
called for service. We recognize they 
will have a continuing and a more 
difficult job to do during the emer- 
gency period. This work that they 
may have to do may not result in 
larger orders now, but will certainly 
make selling easier when we return 
to normal times, with normal com- 


petition 


® Our sales force is, in the main, an 
engineering group and, as such, is 
fully equipped to render service to 
users of our products not only dur- 
ing peace time, but also, and I be- 
lieve to a greater extent, during 
emergency periods. 

It is our concept that the salesmen 
can do more selling during a period 
such as we are experiencing at the 
present moment, than at any time 
previously. We are convinced that 
during a seller’s market, when the 
securing of orders is secondary, the 
primary efforts of the sales force 
should be to so sell its company’s 
service and methods to the user to 
create good-will. 

When normal business conditions 
exist, the good-will built up during 
such periods, through the applica- 
tion of factual knowledge of the sales 
forces to the customers’ problems. . 
and the assistance that can be given 
by them in helping customers secure 
maximum production from their ma- 


chines, which will result in long 
range values which cannot be under 
estimated. 

It is our present intention to main- 
tain our sales organization at its 
present level with the men primarily 
being used as service engineers, 
rather than salesmen. 


President 


Eriez Mfg 


® Since the National Production 
Authority rates the permanent mag- 
“high on 


the ladder of essentiality,” we do not 


netic separator industry 


anticipate any serious reduction in 
Under 
plan to 


our production schedule. 


these circumstances, we 
maintain our sales organization at 
its present level, and strengthen our 
sales organization in the weaker ter- 
ritories by acquisition of good repre- 
sentatives. 

Our delivery schedules today are 
approximately the same as they 
were a year aso, in spite of the in- 
creased volume of business brought 
about as a result of the Korean War. 

Our company sales engineering 
staff assumes a more important role 
as the country’s industry mobilizes 
for defense work, since permanent 
magnetic separators are mandatory 
to increase production and prevent 
break-downs in the essential proc- 
essing industries. 

Because we wish to keep our sales 
organization at its present level, we 
review it for men who are liable for 
military service and take steps to try 
to back them up with well trained 
sales engineers in the event of call to 


military service. 


J. E. Otis, Jr. 
President 


Dodge Mfg. Co. 


® If we take a leaf from our book 
during the last war, we will not only 
maintain our sales force, both at 


continued on page 129 
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Which ad 
got the highest 


Starch score? 





What Readership ficores Mean. . Sym 
bols and percentages show readership for each 
component part of ad. Scores for entire ad are 
at top. To test your judgment of advertising pulling 
power, scores for the two ads at right are not 
shown on this page 


oO Noted « 


@ Seen-Associat 


they r 


2] Read Most 


“ 


Cost Ratio 


Power Moves Cheaper 


| by way of 
BOO nk-BELT 


es 
sient CHAIN paiv 


— | 


wrany 


LINK@®BELT 
by AS 


SILENT CHAIN DRives 


fT} 


Torte 


Savings . . in production costs was the motif in the 
headings of both these ads by Link-Belt Co.. Chicago. 





in the same issue of Factory M g t & Maint e 
But one ad pulled twice as many readers. To learn which 


one and some reasons why. see page 126. 
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Vertical Vs. Horizontal . . 
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sor eticunt het nase ANACONDA EZZzd 


Gal URCHANOSE TUBES 


Ads and scores represent highlights of industrial 


How layout helped 


advertising readership as reportec! by Daniel Starch & 


Staff, New York. Ads are from November issues of 


pull industrial readers ae (etnies teint 





Relation Vs. No Relation . . Both $< COST RATIO 
these ade by Warner & Swasey C a : ae a 
, nihenasag= «Bes 5% 300 335 375 








March 1951 | 43 








fomorrow— 


Raise your sales sights 
for the fast-growing SHIPBUILDING MARKET with 
regular space in the industry’s No. 1 magazine 


in just six months, the volume of shipbuilding contracts has 
more than doubled, until today (mid-February) it is nearly a 
million and a quarter tons! With orders for at least 20 additional 
fast cargo vessels soon to come, and a Naval program scaled 
at better than $2 billion, it is safe to predict a greater boost in 
shipbuilding very soon. 

The shipbuilding market is lusty and active, the user of hundreds 
of materials and products that go into ship construction, out- 
fitting, and maintenance. Establish and cultivate the contacts 
you need to get this marine business. Revise your advertising 
plans if need be, but be sure to get aboard with regular space 
in Marine Engineering and Shipping Review. 

Write for marine market information; a sample of our free 
Weekly Marine Outlook Letter published for advertisers, and 
survey results showing buying liens of chief engineers who 
prefer Marine Engineering almost two-to-one over the next 
publicction. 





PLAN NOW for the 1952 MARINE CATALOG 
The Marine Catalog and Buyers’ Directory is the reference 
publication that one leading marine buyer reports referring to 
some $0 times a week! More important now than ever, it should 
be on the selling program of every company that wants business 
in the expanding marine market 


om MARINE ENGINEERING m 


\ 





ryviy r) Co If iryy VI } +? 


New York Chicago Cleveland Washington, D.C Portiand, Ore Los Angeles 
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What agencies want 


... and should demand 


® A SALESMAN who called on our 
agency futilely for 
several years finally asked irritated- 
ly, “Why is it I never get any busi- 
ness out of Russell T. Gray agency?” 

“Mr. Blank,” our space buyer said, 
“just what accounts do you think 


regularly and 


ought to be in your publication and 
why?” 

“I don’t know what accounts you 
have,” the salesman replied. “You 


k.iow 
ought to be able to tell me what ac- 


what your business is, you 


counts should be using my publica- 
tion.” 
That's a true story and it’s far from 


unique 


Space salesman ... who won't 
take the trouble to learn the accounts 
that the agency handles before he 
calls is only one of many types that 
the agencies and the publishers will 
have to educate before the adver- 
tiser-agency-publication team can 
work most efficiently 

While we criticize space selling. 
we hope constructively, we under- 
stand all too well that space buying 
can be improved and that the onus 
of misused space does not always 
rest on the publication man. Neither 
space selling nor space buying should 
be looked upon as a problem of sim- 
The real 


situation, as every good advertising 


ply broadcasting a story 


man knows, is a case of proper mar- 
ket. This, strangely enough, after all 
these years, is often overlooked. 
Evidence that agencies can err, 
too, is the experience of “X” Co., 


which almost lost its faith in agencies 
and, to some extent, space selling, 
after one incident. The agency, one 
of the largest in the country, 


“NOW JUST WHICH 
OF YOUR ACCOUNTS 
SHOULD BE USING 


scanned the entire list of “X” Co. 
products and picked creme de menthe 
pears to market through magazine 
advertising. 

Now, all of us would know that 
there is not a very big market for 
creme de menthe pears. The agency 
continued to promote different rare, 
special items, until finally the sales 
department simply laid the law down 
that only mass consumption items 
could be promoted. 

Not only were the items selected 


specialties for a relatively small 


a 


By Harvey Scribner 


market but the publications chosen 
had their heaviest circulation in the 
areas in which “X” Co. was not set 
up to deliver and in which its great- 
est sales possibilities did not exist. 
The “X” Co. people felt that in a 
measure the publication men them- 
selves should have entered into the 
argument and done something to 
influence the agency on the market 
picture. 

I will agree that this is a moot 
point but it certainly isn’t to the ad- 
vantage of any publication to havé 
the agency select the wrong product 
or push sales effort in the wrong ter- 
ritories. It’s going to come back like 
a boomerang some time. 

Here are some of the answers that 
agencies need and should demand 
from business papers and their sales- 
men: 


Industrial Plants .. . in your field 
going up or decreasing in num- 
ber? Is employment in these plants 
increasing or decreasing? Is more 
power being used? What kind of 
power? Is there a definite trend of 
some kind? Is there a labor cost 
problem? What is our competition 
doing? 

Why some of these things are im- 
portant is easily explained. If em- 
ployment is decreasing and more 
power is being used, obviously there 
is a switch to more machinery. If 
plants are decreasing and employ- 
ment is increasing, obviously the 
plants are becoming larger. These 
are simple questions and many of 

ntinued on page 134 





Quality Quality 
4AREADER ACTION (4 Performance) 


Ouality Superior 


provesa READERSHIP andaAdvertising Values * 


4May we sendJyouJPROOF (of this)quality readership? Write for your copy of “An 
Audit of Readership”... not'a “readership study” but an audit of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11. 
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employe communications 


public relations 


by Robert Newcomb 


Industry's relations with 
Employes Stockholders 
Distributors / Suppliers 


Neighbors 
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Will fun plus facts put over an open house? 


® ITS A Goop BET that not more than 
20% of industrial companies have 
ever sponsored an open house 

That means lost opportunities in 
good employe relations, which af- 
fect production, and in community 
relations, which affect sales 

For the 80% who have failed to 
take advantage of this effective com- 
munications and promotion medium, 
the story of Fluor Corp., Los An- 
geles engineering and construction 
manufacturer, offers inspiration and 
enlightenment. Methods and results 
of Fluor’s open house are worth 
study 

The company, founded in 1890 
now has 3,000 employes. Through 
the years the company has expand- 


ed its services in many areas of con- 
struction, and today builds complete 
oil refineries in addition to market- 
ing such products as air-cooled heat 
exchangers, pulsation dampeners, 
mufflers, gas cleaners and cooling 
equipment. The company’s 60th 
birthday coincided with the comple- 
tion of a new engineering building, 
and it looked like a good time to roll 
out the red carpet and invite the 
neighbors in 

These are some of the highlights 
of an open house program that was 
successful from the viewpoint of the 
company management, employes 
and community: first, the work of 
outlining and planning the affair was 
put in motion a good six months 


prior to the event. (Time is the main 
ingredient in arranging for a good 
open house.) 

Although the committee was 
headed by Vice-President Robert 
Fluor, all activities were coordinated 
with the 
through the industrial relations de- 
partment, managed by J. F. Gardner. 
More than 100 employes aided in 
carrying out the project. From the 
beginning, it was a joint company 
and employe activity. Employes 
were given to understand that the 


various departments 


party was theirs just as much as 
management’s 

One precaution was taken, early 
in the planning, that might safely be 
recommended to similar committees 





What do 15 million more people mean to you? 


. or five million more families? 

. or ten million more dwellings? 

. or 13 million more automobiles? 

. or 53 billion more national income ? 


We're talking about markets—the markets of 1960— 
when we will see a growth and expansion in our econ- 
omy comparable to the phenomenal progress of the 
10's. Who would have imagined ten years ago that the 
gross national product would leap from 101 to 284 
billions? ...or that the nation’s largest industry, 
metalworking, would more than double its volume? 


(An upsurge in population expands all markets, and 
conservative estimates place the population of the 
United States in 1960 at 167 million. That compares 
with 152 million today and 132 million in 1940. Ten 
years from today our markets will be larger... our 
opportunities greater than ever. 


But the markets of 1960 will belong to the companies 
that start planning for them and working toward them 
now... and during the next ten years. Long range 
planning can be made simpler and firmer by taking 
advantage of available marketing information. In 
metalworking for example, the Penton census operation 
enables you to study the progress of each segment of 
the industry over the past decade . . . and much supple- 
mental data has been compiled to assist you in picking 
future sales targets. 


Long range thinking is vital to every selling and adver- 
tising program today. Immediate problems and 
immediate objectives may seem all-important (and 
they certainly can’t be slighted), but sound planning for 
future business success demands looking beyond the 
next rise in the road. 


THE 


PENTON 


PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 





Will Your Sales to Metal - 


Would you think and plan differently today if you 
knew the metalworking industry is on its way to 
becoming 50 bigger in physical output by 1960? 


war or no war 


‘his huge growth on top of today’s record-break- 
ng volume may sound fantastic and yet all indica 


oint to it 


how much metal- 


put has doubled 


lark—top 

ut instead of stopping 

t e, indi ions are that 1950 is merely the mid- 
of growing opportunity. 

f and figures 

ditors, point to an equal 

increase metalworking products by) 


1960 


GROWTH OF 
THE ‘40's 


decade of opportunity in a special report, “$120 
Billion Metalworking Market Ahead”, in the Metal- 
working Yearbook issue of STEEL. 


Fascinating reading for top executives, sales and 
advertising managers who want to gear their busi- 
ness development efforts to the rising curve, this 
report points to the powerful forces behind the ris« 


Metal- 


. biggest of all peacetime industries . 


Big military expenditures seem a certainty 
working . 
will grow bigger under the impetus of the arma- 


ment program. Bigger, too, in proportion to all 
industry. During World War.II the metalworking 
market grew in proportion from nearly 40 of 


ill industry, to almost 60 


Increasing population is another of the forces at 
work to expand our economy 18 million more 
people by 1960 is the conservative estimate of au- 
thorities. Add these to the 11-million increase of 
the past decade and you can see how tremendously 
civilian needs are growing. The demand for houses 


cars, appliances, utensils, farm and business equip- 








OPPORTUNITY FOR 


THE "50's 





ment . . . and machinery to make the thousands of 
. cannot be met under 
the war economy. This will create a backlog which 


things we need every day 


must some day be filled when military require- 
ments taper off. 


Now is the time to find out where you stand in 
relation to this huge and expanding market op- 


portunity—time to determine what to do about it. 


As Metalworking equips to meet the urgent de- 
mands and opportunities of the Fifties, imagine 
the need for information about your products and 
their advantages! The men who operate the plants 
d to know what you can offer to help solve 
eir urgent problems. Advertising is the tool that 


do this job most effectively and at lowest cost 


STEEL Magazine gives you a direct line of com 
munication to the key men of metalworking 
STEEL is your “four lane highway” to convey 
information about your products to Management 
Production, Engineering and Purchasing officials 
in the plants doing well over 90 of all metal- 


working business. 


Write for a reprint of STEEL’s 
new report, “$120 Billion Metal- 
working Market Ahead.” It is must 
reading for all executives who are 
concerned with the future of their 
company. 


STEEL, The Penton Publishing Company 


Penton Building, Cleveland 13, Ohio 


A PENTON PUBLICATION 
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elsewhere: the day before the open 
house was set aside for a complete 
check of all details and a “dry run.” 

Although the Fluor open house 
was arranged primarily for com- 
pany employes, their families and 
friends, a special guest list of 300 
business, industry and civic leaders 
was compiled, and virtually all 
showed up for a preview two days 
before the Advance 


stories were sent to daily and week- 


main event 
ly papers in 60 communities in and 
near metropolitan Los Angeles. Each 
contained the names of employes 
who were residents in the particular 
local community 

The press gave the affair a good 
advance play, and several used fol- 
low-up stories. An unusual nod to 
the press (whose members are ac- 
customed to receiving handouts and 
then being forgotten until time for 
the next handout) was represented 
by a thank-you note to each report- 
er from the company management 
which expressed the company’s ap- 
preciation for the reporter's pres- 
ence 

The company publication, the 


Fluor-o-Scope,” naturally bally- 
hooed the event; a coupon in the is- 
sue following the open house made it 


possible for en ployes to arrange to 


send copies to friends. At the pre-~ 


view, the community guests were 
taken in tow by some 50 members of 
the company’s management and de- 
partment staff for a tour and an 
over-all explanation of plant activi- 
ties. A buffet dinner followed 

The guest list for the main event 


Most of 


these lists are slung together at the 


was carefully compiled 
last minute, but Fluor took the time 
to do the job right and has had no 
reports of bruised feelings in the 
community, since there were no 
oversights. This expanded list nat- 
urally included employes and thei: 
families, retired employes, custom- 
ers and vendors 

The formal invitations were in the 
mail three weeks before the event 
and included a map of the plant 
Those who wanted to get in on the 
barbecue dinner were asked to re- 
ply, and to those who did, dinner 


tickets were forwarded a week be- 


He recognized a story 
.. and what to do about it 


® apitity of several executives to 
recognize a news story when they 
saw it enabled Ceco Steel Products 
Corp 
employes and the public of the com- 


Chicago, to inform customers, 


pany’s contribution to mobilization 
Part of the credit goes to a pro- 
gram of smooth, flexible communi- 
cations a program that works well 
because it gets continued inspira- 
tion and cooperation from top man- 
agement. A three-man council meets 
regularly to talk communications 
and nothing else, and out of such 
conferences comes positive, immedi- 
ate action. The three are the presi- 
dent, Ned A. Ochiltree; the person- 
nel manager, C. C. Rorrie, and a 
Young and aggressive chief of com- 
munications, Don Poor, who is the 
company’s advertising manager and 
president of the Chicago Industrial 
Advertisers Association 
Recently Ceco, through 
Poor, generated a story with the 
Chicago Tribune 
that its plant was one of the few 


adman 
Ceco pointed out 


major contractors in the area to be 


uut of the mobilization blueprint 


stage and into actual defense pro- 
duction, with shipments already 
made. A Tribune newsman and 
photographer were assigned to come 
to the plant and take pictures of 
employes making bridge panels. 
Recognizing that any plant is a 
prime rumor mill, Mr. Poor saw to 
it that plant employes 
formed of the visit in advance, via 
the bulletin boards. This gave the 
supervisors and each 


were in- 


department 
individual worker the feeling that 
they were “in the know.” It also 


eliminated the possibility of the 
rumor mill grinding out wrong in- 
formation to government inspectors, 
who are regular visitors at Ceco 
So the employes were told about the 
Tribune story in advance, and they 
appreciated knowing 

The following day Ceco learned 
that television station WGN-TV was 
to carry the story on its news-reel 
The story was hustled out on the 
bulletin boards again so that em- 
could “catch the show” on 
their own sets, or arrange to view 
the show with friends. The neigh- 
bors who live in the plant area were 
also told about the television pres- 
entation, through a simple dupli- 
matted bulletin 

Ceco uses bulletin boards geared 
for fast 
headlines are lettered with speed- 
ball pen on tracing cloth and dupli- 
cated on the plant’s Ozalid machine 
Headline and story are tipped on 
colored stock and thumbtacked on 
boards under glass. Ceco, like many 
plants these days, has its own Speed 


Graphic and same-day service on 


ployes 


transmission of news 


prints 

The service is used extensively on 
the company’s employe journal, 
“Ceco Family News.” This is a clean- 
cut tabloid, edited with horse sense 


and an eye for news by Bee Hill 


Oe U UU UCC COCO 


fore the affair was held. This gave 
Fluor an excellent guide to the num- 
ber of guests, and ample time to put 
on the coffee 

Because of the character of the 
dinner (it was held outside, of 
course, since Californians have a 
little better luck with their weather 
than most other 
sional caterer did the job. The bar- 
becue disappeared down 2,000 
throats. Cost was $1.50 a plate. The 


areas), a_ profes- 


same caterer prepared the dinner 
for the preview two nights earlier 
A photographer was on duty dur- 
ing the open house, and the candid 
shots he took were reproduced in 
abundance in the employe publica- 
tion, a better-than-average periodi- 
cal edited by John H. McCoy. Spe- 
cial exhibits were displayed in a 
huge tent erected for the purpose, 
with every department represented. 
The company’s engineering and 
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Why WORLD OIL Is Recommendable 


Job-Use Editorial 
Pays Advertising Dividends 


WORLD OIL is the how-to-do-it magazine for oil producing opera- 
tions and management men. Oil men turn to WORLD OIL for help 
in solving their everyday field problems. Regularly, they find more 
engineering and operating articles in WORLD OIL than in any 
other oil paper. 

Analyze the boost this helpful ‘operating’ editorial gives to the effective- 
ness of your advertising. For example, an oil man reacing an article 
on the “Care of Drilling Engines” gets selling impact when he sees 
nearby an advertisement of an engine manufacturer . . . that’s the 
kind of impact that makes advertising profitable. 


And, in WORLD OIL, you can be sure the impact is made 


on more men with the power to buy.* 


Schedule greater oil producing industry sales for 1951— 
Schedule WORLD OIL. 


specialized for exploration, 
drilling, producing, pipe line operations and management 


established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


0 


932 of the wum who tuy ov specifiy 967 of alk oil field squipmunt read Weld oil 
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The agency is your partner 


® It used to be a matter of general discussion that 
advertisers in the industrial field, as well as else- 
where, did not make the most of the services of 
their agencies because they did not take them suf- 
ficiently into their confidence. But we were op- 
timistic enough to believe that this comment no 
longer applied, and that most industrial advertis- 
ers recognized the importance of treating the 
agency as a partner in the business, and having it 
familiar with all of the details of their operations 


It was therefore something of a shock to have the 
head of one of the leading agencies in the country 
specializing in industrial advertising remark re- 
cently that he and his staff could do a much better 
job for their clients if the latter supplied more in- 
formation regarding sales, profits, competitive po- 
sition, new product development plans, etc 


“For some reason,” he continued, “certain manu- 
facturers are unwilling to consider our agency as 
anything more than a technical service devoted to 
producing advertising materials. They hol} us at 
arm’s length, and give us only the most superficial 
picture of the problems of the business, the sales 
resistances, the difficulties their salesmen and 
dealers encounter, and all of the other facts which 
would enable us to produce advertising with def- 
inite application to their marketing problems.” 


This situation emphasizes a fact Which surely 
must be appreciated by most successful industrial 
advertisers, that their published messages address- 
«i to their customers and prospects are not to be 
considered something separate and distinct from 
other marketing activities, but should be set up as 
an integral part of the whole operation. Advertis- 
ing represents a considerable expense in selling, 
and therefore it is poor policy to utilize it on any 
basis other than as a useful tool which has definite 
application to the solution of business problems in 
the sales, distribution and marketing field 


The advertiser who, as the agency man quoted 
said, holds his advertising advisors at arm's length, 
cannot have a full appreciation of the value of ad- 
vertising. He has not properly related it in his man- 
agement thinking to the basic job of selling more 
goods, of improving his competitive position and of 
using advertising to break down customer resis- 
tance, some of which may be based on inadequate 
knowledge of the company, its facilities and its 
products 

Advertising agencies competent to do a first 


speaking 


class job of creating advertising campaigns ad- 
dressed to industry know much more than how to 
write copy and make good layouts. They under- 
stand industrial marketing as a whole, and they 
are prepared to tailor advertising to specific mar- 
keting assignments. Not to permit them to do so is 
to get only part of the value represented by agency 


service. 


Admen as company directors 


8 The National Industrial Advertisers Association 
devoted considerable effort for several years to the 
job of professional advancement of industrial ad- 
vertising managers. This has been a worth while 
activity, insofar as it has emphasized the impor- 
tance of the advertising function in company man- 
agement. 

Improving the position of industrial advertising 
directors, of course, is largely a personal problem 
The man who has the ab.lity to render effective 
service to his company, provided it recognizes the 
importance of advertising, sales promotion and 
public relations in building the stature of the 
business, is certain to advance in his organization 
That such recognition has been given in many 
cases is indicated by the frequent announcement 
that the head of the advertising department has 
been made a director of his company. 

This is an entirely logical development, and be- 
sides indicating the success of the individual ad- 
vertising manager in translating his activities into 
company progress, it emphasizes the contributions 
which he can make to the development of sound 
policies having to do with the success of the com- 
pany as a whole. 

In sitting on a company board, an advertising 
man acquires a broader viewpoint of the current 
financial position and future prospects of the en- 
terprise which will enable him to do a more un- 
derstanding and intelligent job in the promotion 
field. At the same time, he can offer much to the 
group concerned with policy from the standpoint 
of the company’s public relations and marketing 
activities, which in many cases are the key to its 
future success. 


All executives having to do with any phase of 
marketing have the opportunity to develop a man- 
agement type of thinking which will qualify them 
to assist in the establishment of company policies 
over a very broad field. 





Why PETROLEUM REFINER Is Recommendable 


More Job-Use Editorial = 


Maximum Sales Attention 


It pays to watch the editorial company your advertising keeps. Editorial about 
divisions of the oil industry no refineryman could possibly be interested in 
serves only to distract sales attention from refinery advertising. Useful, 
exclusively-refining editorial, on the ,other hand, attracts maximum sales 


attention for your equipment advertising. 


Comparisons over a period of a year will show that PETROLEUM 
REFINER regularly carries in every issue substantially the largest volume 
of job-use refining editorial—operating and engineering articles. 


... Striking evidence that PETROLEUM REFINER, by devoting 
its editorial to helpful, how-to-do-it material, is easily the one oil 
publication offering maximum sales attention for your advertising 
to the billion-dollars-a-year refining market. 


Schedule greater refining industry sales for 1951— 
Schedule PETROLEUM REFINER. 


PETROLEUM 


REFINER 


specialized for refining, natural gasoline, 


and petrochemical engineering, operation and management 


P. O. Box 2608 °* Houston 1, Texas 


Mow oil nefiwing, wow pay. ty read Rtroteumn Rifiner then any. othr otf papers 
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~ Response Was Amazing! 


In the January 1951 issue of MACHINERY we listed a 414-page bibliography 
of articles published during World War II on ordnance and aircraft manufac- 
ture and on shipbuilding, which we felt would be useful to metalworking ex- 
ecutives today. Thinking that some of our readers might find one or two 
articles of particular interest, we offered to supply photostatic copies at 
nominal cost. 


Then the letters started to pour in! As this is written, inquiries regarding over 
400 articles have been received, and the requests continue to swamp us. So 
great has been the demand for this editorial information that we have pub- 
lished all the ordnance articles in book form (Ordnance Production Methods, 
542 pages, $10.00), but although we announced that the book was to be ready 
on March 15th, many of our readers could not wait, and wanted photostats of 


the articles immediately! 


Never is the practical value of MACHINERY demonstrated more vividly than 
in times of national emergency, when metalworking executives are called upon 
t» perform miracles of engineering and production. MACHINERY is edited 
for them — for the engineer and the manufacturing executives, for the man 
who plans and the man who supervises production. MACHINERY knits 
practical information about each phase in the manufacture of a metal product 
into a cohesive whole, precisely as the various steps are integrated in actual 
practice. 


This comprehensive treatment means that MACHINERY gives the advertiser 
coverage, not of just the designer or engineer, not of just the production execu- 
tive, but of every man on the plant management team . . . the men who work 
together on every step in the manufacture of a metal product, including the 
important job of specifying and buying the materials, machines, tools, unit 


parts and accessories they will use. 


MACHINERY’S consistent editorial leadership gives added impact to your ad- 
vertising message. That is why it is selected, year after year, by over 300 adver- 
tisers as their basic paper for reaching the volume-purchasing authorities in 
every branch of the metalworking industries. The Industrial Press, 148 
Lafayette Street, New York 13, N. Y. 


@ A 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 
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Photo collection tells 


Shell institutional story 


Cover Story 


® A COLLECTION of several thousand 
photographs has been developed by 
Shell Oil Co., New York, for use by 
business papers, magazines, news- 
papers and picture services to illus- 
trate stories about the oil industry 

The collection, called the Shell 
photo library, was developed by the 
public relations department to help 
impress the public with the size of 
the job being done by the industry 

A 24-page, plastic-bound booklet 
profusely illustrated with pictures 
from the collection has been sent to 
editors throughout the nation to in- 
form them of the service 

The booklet 
photographs depict every phase of 
including 


explains that the 
the petroleum industry, 
photographs of exploration parties 
searching for oil with dynamite and 
seismograph, of rugged drillers driv- 
ing giant bits two miles deep into the 
Texas plains, of fantastically com- 
Photo- 


plex refinery equipment 
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graphs in the booklet are divided in- 
exploration, 
drilling manufacturing, 
marketing and transportation 

The collection, which is big 
enough to fill ten filing cabi- 
nets, is filed by subject, or industry 
division. To achieve easy handling 
and a quick, visual system of locat- 
ing prints, the collection is divided 


to these groupings 


research, 


into three separate files: master file, 
prints and negatives 

A permanent master file includes 
one print of every photograph in the 
collection. Each print is pasted on a 
heavy identified by 
number and is never removed for 


paper card, 


any reason. In a separate file, several 
prints of each photograph are kept, 
likewise identified by number. Neg- 
atives are filed separately to avoid 
unnecessary handling or damage. 
Each photograph in the file is list- 
ed in a control book, by identifica- 
tion number and caption. This per- 


OIL INDUSTRY 
PHOTO CATALOGUE 


mits the librarian, using the files, to 
keep an accurate check on all new 
photographs going into the file and 
outdated ones being removed. New 
photographs going into the file are 
given the next consecutive number 
and code classification. This opera- 
tion eliminates the possibility of loss 
of identity before the printed cap- 
tion is prepared 
Requests for 
handled two ways. When the photo- 
graph is requested by number out of 
the booklet sent to editors, the re- 
quest is filled swiftly and easily. If 


photographs are 


the request is by description, the li- 
brarian must make the selection. 
When the description is too vague, 
the librarian checks the source to 
learn how it is to be used. The com- 
pany has been able to fill more than 
95% of requests 

The many departments within the 
company also use the collection. To 
give these departments a quick ref- 
erence, micro-films of all photo- 
graphs were distributed to depart- 
ments 

The collection was recently ex- 
panded and brought up to date when 
a photographer was sent on an 
eight-week tour of Shell installa- 
tions throughout the country. The 
result is dramatic 
photographic story of the company 
and the industry. 


an extensive, 
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DRUMS...for Dutch Harbor or Donghoi! 


Whether for mobilization, civilian demand or 
world economic aid, the petroleum industry must 
be prepared for any eventuality . wherever 
it occurs. 

Petroleum can do its job ... and do it 
well . . . just as in World War II when more 
than 60 per cent of the dead-weight tonnage 
shipped overseas was petroleum. Today, provid- 
ing petroleum products for every need is a 
bigger job. Civilian demand has jumped more 
than 50 per cent since V-J day. Modern mili- 
tary machines call for greater quantities of extra- 
special fuel. To meet these situations, requires 
careful, planning and accurate 
analyses of trends. To assist in their planning, 


co-ordinated 


THE BEST-READ 


refinerymen have learned to depend upon Petro- 
leum Processing. 

In peace or war, petroleum products are top- 
priority items. If the equipment, services or mate 
rials you have to sell are used in refineries, you 
can be assured of a consistent market . . . a mar- 
ket that stands high on every priority list. And if 
your advertising seeks to 
reach the key buying factors 
in this market, certainly the 
medium through which to do 
it is the publication that rates 
top priority with refinery- 
men. That publication is 
Petroleum Processing. 


REFINERY PUBLICATION 


REACHING THE MOST REFINERY READERS 


A Platt Petroleum Publication 


Headquarters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 
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Industrial copy 


doesn’t have to be dull 


By Howard G. Sawyer 


® ONE Way to sharpen your advertis Read this « 


izme story 
right Time 
often the \ 
ing the col 


OOK at someone eises 


the bad and thrill at 


re some samples 


t ! some reasons IY ce 


that wa Compare and exac 


of 


have 


ol 


DV 


that 


these two ‘ one 


which uses yrds 


more vitality ‘ st long ones 


How few multi-syllable words in 
that 
motor 
little 
of course, W hen no suitable short 


but do 


picture, ahead, 


But what colorful 


copy: repair 


today, etc 


words 


use a long one 


pick 


is available 


your best to one with color 


Perhaps you can’t sound like 
Hemingway when you're only 
selling valves or fasteners. 
Or perhaps you can. 

For instance, read what a 
copywriter for Cutler-Hammer 
wrote for something 


as prosaic as a safety switch. 


xcerpt from a Time Mag- 
Time, Copy- 


and see how 


of Tin 


urtesy 
1950) 


(ce te 


Ine 
succeeded in select- 
ord not a com- 


wd, yet not unfamiliar 


tly right 


If you doubt that business paper 
advertising can be written as color- 
fully..on the grounds that prod- 
ucts aren't as exciting as Time cover 
figures..read what the Cutler- 
Hammer copywriter did with such 
a prosaic item as the safety switch: 


tches seem to be 
dy rushes 

















Them what has”... gets 


WHY... because CHEMICAL INDUSTRIES WEEK, with an easily-read, 
informative news style, is designed for busy chemical process executives. 
Its every-week analyses of swift-moving events and developments 
affecting management interests draw over 100 new subscribers weekly 
.. make it a must for the men of decision 
who guide America’s fastest growing industry. 


HOW... Selling is easier when you start at the top 
.. but top buying influences are hardest to cultivate. 
That’s how CHEMICAL INDUSTRIES WEEK accelerates sales 
it carries your message direct to top chemical businessmen. And today, 
with equipment and materials in short supply, advertising 
in CI WEEK maintains markets... by keeping management men sold. 


*buying influence ...in the Chemical Process Industries 
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Contacting and influencing 60,000 
design-engineers month after month 
is a job MACHINE DESIGN is doing for 
hundreds of manufacturers of parts, 
materials and finishes. They are the 
men who have the power—and use 
it to specify your products—or your 
competitors’. 


A Penton Publication Penton Buriding 
Cleveland 13, Ohic 
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Ideal inquiry campaign 


boosts distributor sales 


® THis is the story of a sales man- 
ager who decided he wasn’t getting 
enough support from advertising 
and did something about it 

He made this decision in 1949 
when the company’s sales were off 


slightly. The 


about it was to call in the advertis- 


“something” he did 


ing department and agency, pose the 
problem and with them work out a 
different kind of sharply tailored ad- 
vertising- program. The program was 
carried out in 1950. That year sales 
rose 27 

It happened like this 

Ideal 


sells electrical and machinery spe- 


Industries, Sycamore, Il 
cialties exclusively through electri- 
cal and industrial distributors. In 
1948-49, like many other manufac- 
turers, Ideal found itself in hot com- 
petition with other suppliers for the 
time and attention of the distribu- 
tors sales orce 

The competition was tough. The 
Ideal line 


ty 


included many special- 
items that were relatively low in 


value and were not a ma- 


init sales 
jor line with many distributors. Dis- 
tributors naturally put the most ef- 
fort into lines producing the most 
sales volum 

On the credit side, Ideal was mak- 
ing products used and needed by in- 
dustry. And the profit spread was 
distributor. The 


problem was how best to sell these 


favorable to the 


facts to the distributors and gain a 
greater share of their time 

This problem, after a joint study, 
was tackled several ways simultane- 
ously by Sales Manager Gordon 
Koch, Advertising Manager Paul 
Froeb (who since has left Ideal and 


was replaced by John Elliott) and 
the agency, Glenn, Jordan & Stoetzel, 
Chicago. They went to work to con- 
vince distributors that Ideal sales 
were not only profitable in them- 
selves but had added value as a 
door-openet for distributor sales- 
men 

Inquiry-pulling hand-out litera- 
ture, direct mail and business paper 
advertising were revamped to direct 
inquiries to the company’s home of- 
fice, instead of to the wholesaler or 
distributor, as heretofore. This per- 
mitted better control and a better 
check on sales follow-up of inquir- 
ies. The new 
vertising department for the first 
the in- 


plan enabled the ad- 


time to measure accurately 
quiry results of the advertising 

The revamped 1949 campaign bar- 
raged customers with 413,000 pieces 
of direct mail and ads in 24 business 
papers. The result for the year was 
11,673 inquiries. Of these, more than 
60 were traced directly to the 
business paper and direct mail cam- 
paign, and 9 resulted in closed 
sales on the first call of the distribu- 
tor salesman. Ratio of sales to calls 
actually was far better than that 9%, 
because the company screened out 
many of the inquiries as question- 
able in value 

To work with 
company has 20 district sales man- 
agers. The company sent all inquir- 
ies to these district managers, ask- 
ing them to submit sales call reports 
or to have the distributor salesmen 
send in reports on each inquiry. The 
company asked for reports on only 
84% of the inquiries after screening 
out questionable ones 


distributors, the 


No Solder...Tape 
...0F Tools! 





District managers and distributor 
reports on 48% of 
More than 


23°. of these reports were on inquir- 


salesmen sent 


these “good” inquiries 


ies that were converted to sales on 
the first call. Many more inquiries 
were converted to sales on subse- 
quent calls 

The favorable ratio of sales to in- 
quiries showed that the inquiry- 
pulling advertising campaign was a 
major factor in the company’s 27% 
sales increase for the year 

On the basis of results, the adver- 
tising department and the agency 
sold management on a continuation 
of the campaign, with minor varia- 
tions, in 1951 





iF YOU WANT TO MOVE A PROD BEHIND IT 


LUBRICANTS 


For over a half century 
advertisers of industrial lubricants 
have recognized Power 

as one of the top selling influences 
for their products. 

Year after year 

they invest more selling dollars 
in the advertising pages 

of Power than in any 

other industrial publication. 

Their confidence 

is based on the fact 

that in one important respect 
Power’s audience is 

without equal . . . it is the 

richest concentration 

of power-goods buying power 

in the world. 
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sales promotion 





exhibits / motion pictures 


ideas 


booklets ‘ direct mail 


slide films / sales helps 


Documented praise helps Mallinckrodt sell 


® Tell your customer he’s good and 
document the assertion with facts he 
doesn’t know about himself and 
you can sell him easier 

That unusual promotion credo has 
been put to work by Mallinckrodt 
Chemical Works, St. Louis, which 
sells chemicals to analytical chemists 
in greatly varied industries. The 
company has issued a four-color, 
jumbo-size folder, one side of which 
contains an elaborate, illustrated 
chart tracing the history of chemistry 
from its Chinese origin in 2200 B. C 
to the “atomic age” in 1950 

The chart lists important chemists, 
their contributions and the dates of 
occurrence. The folder, entitled, “An 
Outline of the History of Chemistry,” 
unfolds from a 7x12” size to 35x36”. 
The reverse side includes a brief 
editorial headed, “the analytical 
chemist stands high among the men 
who are making tomorrow”; a panel 
of pictures of 12 early leaders of ana- 
lytical chemistry and captions enu- 
merating their contributions; and an 
illustrated list of Mallinckrodt’s line 

The folder was sent to chemists in 
many industries. Accompanying it 
was a letter suggesting the possible 


use of the folder as a wall chart 


Has answer to paper shortage 


As one answer to the paper short- 
age, Carborundum Co., Niagara 
Falls, N. Y., is sending out a mail- 
ing piece on the most “functional” 
material the company could devise 

The mail piece is a 9x12” hard- 
backed sheet of Carborundum of 
black emery cloth, with a sales mes- 
sage printed in two colors. . red and 
white on the rubbing side 
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THE RATTLESNAKE FLAG 


This battle flag was widely used 
by the American Colonists just prior to and 
during the American Revolution 

Moder aggressors would do well to 
remember that the warning “Don't Tread 
on Me” is just os appropricte today as it 
wos 175 yeors ago when Americans 
worked, fought and died to win freedom. 

We hove this famous flag made up in 
gummed seals in original colors, suitable 
for use on correspondence. If you would 
like a supply, compliments of Jones & 
Laughlin, write the Advertising Department. 
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1213 West Third Street 


Cleveland 13, Ohio 
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Sugar Ray slaughters LaMotta 
.. Sets up Avisco tie in 


By clairvoyance or luck, American 
New York, made pro- 
motional capital out of Sugar Ray 
Robinson's defeat of Jake LaMotta 
in the bout for the middleweight 


Viscose Corp . 


championship 
The New 


newstands the day after 


which hit 
the fight, 


Yorker 


carried a full-page Avisco ad headed, 
“The New Middleweight Champion!” 
Copy and art pushed a man’s middle- 


made from 


Mathes, New 


rayon suit 
J. M 
York, is the agency 


weight 


Avisco rayon 


Auditory bulletin board 
promotes Ansul locally 


An “auditory bulletin board” is 
being used as a promotion and com- 
munity relations tool by Ansul 
Chemical Co., Marinette, Wis., maker 
of chemicals and fire extinguishers. 

What is it? A five-minute radio 
show that substitutes for a com- 
munity bulletin board by including 
an average of 15 announcements of 
meetings, parties, bazaars, rummage 
sales, sports events and other local 
activities. The program, broadcast 
Marinette, has 


drawn letters of thanks from a score 


on Station WMAM, 


of local clubs, loc'ges, parent-teach- 
ers and youth groups, who are not 
charged for announcements of their 


activities 


AUTHORIZED DEALER 


BOXED TYPEWRITER PAPERS 


BAGLEA 





The Philadelphia Story . . 


tria 


Model promotion 


Issue guide to letter writing 


An 18-page booklet entitled, “A 
Guide to Letters that Sell,” has been 
published by the National Standard 
Parts Association and distributed to 


members. Among suggestions listed 
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for letterheads: (1) the printed area 
of the letterhead usually should not 
occupy more than a fifth of the sheet, 
(2) print letterhead in two or more 
colors and (3) be sure to show full 
company name, mail address, tele- 


phone and nature of business 








A Bang-Up Good FORMULA 


Advertising was no problem to the inquisitive Oriental who mixed sul- 


phur, saltpeter and charcoal to produce one of the first industrial Chemical Advertisers 


chemical compounds. in Business Week 


Today, however, the huge chemical industry recognizes advertising 


Air Reduction Sales Company | General Electric Company 


as an important ingredient of the success formula. Business Week car 
ries more of this advertising than any other general business or news 
magazine. 

REASON: Business Week is read by a highly concentrated group of 
executives who make or influence buying decisions for their firms. 
They are Management-Men, who get Business Week by subscription 
only. 

RESULT: The advertiser's dollar invested in Business Week goes fur- 
ther... produces more... because Business 

Week's readers are live prospects . . . buyers. 

No question about it— 


Aluminum Company of America 
Chemicals Divisior 

American Chemical Paint Co. 

American Cyanamid Company 

Atlantic Refining Company 
Atlantic Petroleum Chemicals 

Atlas Powder Company 

Celanese Corporation of America 

Davison Chemical Corporation 

Dearborn Chemical Company 

Diamond Alkali Company 

Distillation Products Industries 
Division of Eastman Kodak 
Company 

Dow Chemical Company 

DuPont de Nemours 
E. 1., & Co., Inc 

Food Machinery & Chemical Corp 
Westvaco Chemical Division 

General Aniline & Film Corp 


Chemical Division 
Hercules Powder Company 
International Minerals 

& Chemical Corporation 
Mathieson Chemical Corp 
Monsanto Chemical Company 
Nox-Rust Chemical Company 
Pennsylvania Salt 

Manufacturing Company 
Phillips Petroleum Company 

Phillips Chemical Company 
Pittsburgh Coke & 

Chemical Corporation 
Tennessee Products & 

Chemical Corporation 
Union Carbide & 

Carbon Corporation 
U. S. Rubber Company (Nauga 

tuck Chemical Division 
The Visking Corporation 
Wyandotte Chemical Corp 


YOU ADVERTISE IN BUSINESS WEEK 


WHEN YOU WANT TO INFLUENCE 


A McGRAW-HILL PUBLICATION 


MANAGEMENT-MEN 
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AMERICAN 


TYPE 


O)ua itt nly 


em 


For ceramics or cars, chro- 
nometers or hand-craftsman 
rugs, furniture or any other 
kind of fine w orkmanship, no 
type can so pow erfully imply 
superior quality as Bernhard 
Modern Bold. Its sound, w ell- 
ordered letter form shuns the 
merely conventional in as- 
suming an original individu- 
ality that bespeaks authority 
and character. Its suave bold- 
ness and crisp contrast denote 
high rank and value. 

Bernhard Modern and Bold 
and their companion Italics 
all are available in twelve sizes 


ranging trom 8 to 72 point. 
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VY 


The following changes in busi papez 
specifications have been announced since | 
the Market Data Book number of Industrial | 
Marketing went to press. 





Diesel Power & Diesel Transportation 


rates, now effective 


4 


Page 2/3 Page 
$716 
180 
157 
extra per pags 
Journal of Chemical Education 
New rates, now effective 








Publication Gives You So Much .. For So Little! 


No tricks! No mirrors! No pretense! Our stock-in-trade is BIG 
circulation at low cost per thousand. Each month—80,000 Copies! 
50,226 PLANTS! Over 240,000 Readers! That's a hat-full of coverage, 
National Furniture Review isn’t it? Head and shoulders above any other industrial magazine! 
vow rates, now etective What about quality? The quality of I.M. circulation lies in the results 
: we continue to produce for our advertisers—again and again, year 
after yeor. That's because we reach key operating personnel—men 
who can say “yes”! And we reach more of these men in more plants 
than any other industrial magazine. 
LM. is a RESULT GETTER! It’s a truly 
great advertising buy! Try it and see. 


THE LIFE oF INDUSTRY 
Radio's Master . . 16th edition 


€ $125 per page MEMBER OF CCA 


tate INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 


School Musician 

Forrest L. McAllister, former direct r 

search oes community service of American | e Win nation-wide 
Music Conference, has purchased School 

Musician, Chicago, from its founder, Robert recognition for the 


L. Shepherd. Mr. McAllister wi 


and publisher of the business paper E t 
ditors! 


Transportation Supply News 


New rates, effective April 


editorial job you 
did in 1950! 
@ Enter the 13th Annual Editorial Achievement Competition 


sponsored by 
$490 


« Industrial Marketing 


See announcement on pages 102-103 
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Duffy looks to P.A. to help Riverside 
fill orders efficiently 


Without a purchasing unit in an organization, 
management would be handicapped, production 
sporadic, and inventory control out of balance’, says 
James T. Duffy, Jr. President, The Riverside Metal 
Company. “The P.A. is the key liaison between the 
manufacturer and his sources of supply. 

Now, however, and for an indefinite future, the 
purchasing executive has inherited an even greater 
responsibility. He must know not only his Company's 
needs, specifications and policies, but the quality and 
prices of products in a given market 

My sales staff at Riverside has always looked to 
the purchasing agent as a man who can help us fill 
his Company's orders efficiently and effectively. In 


these chaotic times, we depend on him even more in 
his new, vital role in the American industrial way 
of life.” 

And the purchasing agent relies more than ever on 
Purchasing for the advance information and back 
ground knowledge he needs to meet the challenge 
of the times. 

Read regularly by P.A.s controlling 85° of indus 
try'’s purchases, Purchasing is the most efficient and 
effective way to tell your product story to this key 
man in industrial buying today —and tomorrow 
For full details, write Purchasing, 205 East 42nd 
Street, New York 17, N. Y. Offices in Chicago, Cleve 
land, Dallas, Los Angeles. 





A CONOVER-MAST 
PUBLICATION 


EXECUTIVES 


THE NATIONAL MAGAZINE FOR PURCHASING 
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copy chasers 





On October 20, Germany declared 
“total” war. 

On October 29, the draft began 

In IM’s October issue, we praised 
Warner & Swasey’s famous “50,000,- 
000 Frenchmen can be wrong . . and 
were!” 

On February 28, 1941, the House 
passed the Lend-Lease bill 

In IM’s February issue we gave 
the “Boo-of-the-Month” to 


On March 8, the Senate passed 
Lend-Lease. We said, that month 





neip y 


50,000,000 Frenchmen can be wrong SPACE y : ton ote.” 


7 , ; 
asenca tw Hers helr problem 
.--AND WERE! ways Lyon offers nely . robiems 


ziumer 





W hen i } ’ ; : 7 a 


Belt Sele advertising, it's helping 

affected by Delense 
nt when it announces in busi 
aper space, “/mportant Statement by 
n Increased Production of Neo 
Rubber 


s speed Defense by 


Syntheti ntinental Dia 


And, under the heading, “Let's 


Not Forget,” 





ee | we wrote: 
ks nee o eee 








In September, we reported a pos- 
sibility that the . . 


In May, President Roosevelt de- 
™m i mi t 3Uu | ug gestion 
clared an unlimited national emer- : > 
IGV ming « x Tre wastelu 
gency. i when demand 
And we quoted some ads with ripsis Suction and effets 
copy like this 


In those cases, we pointed out how 
the advertisers were too excited to 
offer the reader any constructive 
suggestions on how he might achieve 
greater speed . . his reason, probably 
for reading the publication 

On June 18, the Axis countries 
kicked out our envoys 

In August, we asked “What is a 
good defense ad?” and answered 


ourselves 


it m 








1S READ BY THE 90% OF TOP ELECTRIC ULTILITY EXECUTIVES AND 
THEIR ASSISTANTS WHO CAN SAY "YES!’’ TO YOUR SALES STORY 


HAS LONG-TERM READERSHIP —LOW READER TURNOVER, IN LINE 
WITH INDUSTRY LOW EXECUTIVE PERSONNEL TURNOVER 


HAS NO WASTE CIRCULATION — ALL NAMES CONTINUOUSLY CHECKED 
AND DOUBLE-CHECKED TO ASSURE ACCURACY AND READER QUALIFICATION 


COVERS THE ENTIRE ELECTRIC UTILITY FIELD WITH 
AUTHORITATIVE, WELL-READ EDITORIAL MATERIAL 


CARRIES YOUR ADVERTISING TO THE IMPORTANT OF TOTAL LIGHT 
AND POWER EXECUTIVES WHO SUBSCRIBE TO NO OTHER TRADE PAPER 


| . | 


PROVIDES LONGER-TERM EXPOSURE FOR 
YOUR ADVERTISING — PUBLISHED MONTHLY 


— 


x 
, = 
~ 
y a 
x 
z 
x 


GIVES YOU THE FULL “BUYING POWERS” COVERAGE YOU NEED FOR 
MAJOR SALES RESULTS—FOR LESS $$ PER M QUALIFIED READERS! 


START YOUR CAMPAIGN NOW! 


For further information 
call or write 


ELECTRIC LIGHT AND POWER 


22 E. HURON ST., CHICAGO 11 . 

CLEVELAND 15 . . 1836 Euclid Avenve . . . ae er 
NEW YORK 17 . . 101 ParkAvenve . . . MUrray Hill 3-5294 
WEST COAST McDONALD-THOMPSON 
SAN FRANCISCO S . . 625 Market Street . . . YUkon 60647 
LOS ANGELES 1 . . . 3727 W. Sixth Street . . DUnkirk 7-2590 
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SELL THESE MEN AND | 


“\— THE PLANT a = sede GROUP 


if int | 7 | 
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if you’re selling to the manufacturing industries... | 
| 
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PRODUCTION CONTROL 
SUPERINTENDENT 


FACTORY SUPERINTENDENT 





Wo 











YOU'VE SOLD YOUR PRODUCT 


whenever you can study the reading habits 
of management men in industry, 

you'll find FACTORY first 

among men of the Plant Operating Group 


As the manufacturing industries market continues to growinsize 

VICE PRESIDENT and importance, more industrial advertisers are expanding the 

in charge of OPERATIONS size of their promotion efforts directed to the Plant Operating 

Group. For Plant Operating is by long odds the biggest and most 
important buying group in manufacturing. 


Picking the best publication to reach this vital group is not too 
tough a job. In circulation, editorial service, readership, 
FACTORY rates first in this field by a wide margin. That’s why 
more industrial advertisers placed far more pages of advertising 
in FACTORY in 1950 than in any comparabie publication. 


These advertisers selected FACTORY for coverage only of the 

Plant Operating Group. They use other good industrial magazines 

for coverage of other buying groups of importance to them. And 

FACTORY claims to be first only in coverage of the Plant Oper- 

ating Group in manufacturing. FACTORY does not attempt to 
t cover other buying groups. 


CHIEF ENGIN So don’t be confused by conflicting claims of “first in readership.’ 

IEF ENGINEER ' Just ask “first among who?” If it’s readership among plant 
operating men, you can be sure it’s FACTORY that’s first in 
that field. 


Don’t take our word for it—study readership for yourself. But be 
sure to use a method that permits the respondent to identify his 
own function and industry. Then you, too, will find that whenever 
you can study the reading habits of management men in industry, 
you'll find FACTORY first among the Plant Operating Group. 


330 WEST 42nd STREET © NOW YORK 18, N. Y. 


A McGRAW PUBLICATION 





In October, President Roosevelt 
informed the people, “shooting has 
started.” 

In our December piece, we report- 


ed having read in the business pa- dishing out facts or are you still 


pers tha x ia 2 nm ve part r " 3 the flag? 
: aS : rT We need less flags waved and more 
. fired. We need less “Remember Pearl 
znd more “Here's How to Get the 
ut.” We need fewer V-shaped lay- 


practical diagrams 


ntlet has been hurled 
acce 
t this w 
every 
merica finishes i 


we have t 


In April, we talked about how ad- 
men could help increase production 
by means of internal plant advertis- 
ing to workers, and we described 
RCA's “Beat the Promise” plan. We 
also told what to say to distributors 
during periods of delayed deliveries 
or none at all 

And we also listed a full-page- 
size V, a half-page photo of a skier, 
a woodcut of a company’s first of- 
fice, a treatise on Thomas Chippen- 
dale, and a half-page illustration of 
a newly-hatched chick. 

In May we had found ads devoted 
to a dodo bird, and early gasoline 
buggy, a horseshoe, and the timeless 


ms y i 
: 9s-in-e-pod 
On December 7, 1941, Japan at- oie ial a 
WASTE , tacked Pearl Harbor But by July we had begun to 


j \\ | lt DRY In February, we told “How to mention more ads like these: 
; Write Wartime Copy” Employ the Unskill to Cut 
bed becom Threads 
te Acop ‘Kee Rediing’” Spread your news Be a Waste Warden 
Staehle had said In August we had come back from 
S product Gavertising, the National Industrial Advertisers 
ninished ene walt Association convention in Atlantic 
City with ideas about War Produc- 
tion Drives, but “convinced that this 
ar ad literature (Tell a complete country is a lot further from winning 
sht in your space advertis this war than we had thought and 
that it’s time for all of us to cut out 
the kid stuff and go to work.” 





via manpower (that is 
vice 


via printed literature 


March we angrily wrote: 
8 eee nemo The way Carboloy does: “For Efficient 


oc: es on Gn Gar ees — . 
joing to Win the War Operation and Longer Life, Take Care of 
n your jobs? Meta] to Metal Seats” 


n mind each time you The way Norton C s for its grinding 
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Over 800”, 


JA 


on-the-job distributor salesmen 


turn mud into pay dirt for advertisers 


" Construction Equipment 


The multi-billion dollar construction industry is con- 
stantly on the move. And the individuals responsible 
for the purchase of construction equipment move with 
it—from job to job. 


The only people who know where the buying is 
being done, and who does it, are the salesmen for con- 
struction equipment distributors. They “live’’ in the 
field, often slogging through the mud on new con- 
struction projects to find out who has the say. 


More than 800 of these salesmen maintain the cir- 
culation of CONSTRUCTION EQUIPMENT Magazine. 
Representing a nationwide network of leading con- 
struction equipment distributors, they decide who the 





America’s Fastest Growing Trade Magazin 
A CONOVER-MAST PUBLICATION 


205 EAST 42ND STREET . NEW YORK 17, N. Y. 


worthwhile buyers are in their territories. The dis- 
tributor pays for all subscriptions. 


Your advertising in CONTRUCTION EQUIPMENT 
reaches the same people the distributor's salesman 
calls on regularly—prospects you can’t reach by any 
other means. No wonder this magazine has such ex- 
traordinary pulling power, frequently outpulling all 
other publications combined. 


If you would like to see all the facts and figures on 
how America’s fastest growing trade paper cuts the 
cost of selling the construction market, write to 
CONSTRUCTION EQUIPMENT, 205 East 42nd St., 
New York 17, N. Y. 


wie 
_ ly ee LS 
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by men with buying influence 
in the Railway Industry 


Railway Age is the “forum” of the industry where key railroad 
men tell how they solve business problems, improve service and 
modernize facilities—with better equipment and materials. 


Railway management men play a major part in 
Railway Age’s editorial leadership: Take any 
issue; you'll find articles like those reproduced 
in this page. Note the authors— President, 
Supervisor of Merchandise Schedules, Engineer 
of Bridges. Note the subjects of the articles — 
the discussion of improvements to service and 
facilities that, invariably, involve new or im- 
proved materia,s or equipment. 

Railway Age, the broad-coverage magazine of 
the railway industry, is read by over 90% of 
the railway management group which makes 
final buying decisions— responsible heads of all 
departments as well as administrative execu- 
tives; the group you must reach for favorable 
consideration and purchase authorization. 





What do Railway Executives read 
about and write about? These arti- 
cles are just examples of how prod- 
vets are discussed in detail, week 
after week, in Railway Age, the 
broad-coverage magazine of the 
Railway Industry. 





RAILWAY AGE 


Largest Paid Audited Circulation 
of Any Railway Business Paper 


Proof of usefulness ; 79.78% 
of Railway Age is in hard cash Subscription 
Renewals 
These charts clearly indicate the fact that JUNE 30, 1950 
Railway Age has earned its place as the leading STATEMENT 
““general-coverage”’ publication in the railway 
field. It leads in total net paid circulation and renewed 
with a subscription renewal percentage of close 20.22% 
to 80°%. More advertisers invest their money ” 
in it than in any other railway paper. It leads — 
in advertising pages by more than 2 to 1 over 


the second publication. ADVERTISING LEADERSHIP 


2 to 1 in Number of Pages 
FIRST 10 MONTHS 1950 


ro - = 
FO ge ro ———. 





Monthly Freight Traffic edition ie ¥ 


Ss 1,003 


oy 
the first—is devoted to the problems and Sie 
developments of railway freight traffic. 
These freight traffic issues augment the “3rd Publication 871 
regular weekly features of Railway Age 

—an added service of special interest to Ath Publication oy 810 
shippers. Copies reach industrial traffic 
managers—a special audience for rail- 

way advertising and an important plus _Sth Publication 549 
value for manufacturers whose products 
apply to or aid railway freight services. 


One issue of Railway Age each month— at 
‘Zg7 











RAILWAY AGE ; war 
j 2ignaling 
° 


mmunication: 


at 
"By Write for booklet, 
“Selling Shippers 


on’Ship by Rail’ ."’ ; Est. 1832 


CHURCH STREET 


SIMMONS-BOARDMAN PUBLICATIONS cw:s222 i onmoesrmn 
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wheel division A Lessor 
Grinding” 
The Way Electro Metallurgical 
Basic Facts about Stainless Stee 
The way Walworth does: “Salvage that 
Pipe Flange” 
The way Jenkins Bros. does with 


ractical Pointers 
More good ones in September 


esigning Molded fF 
Make Your Ropes 


its 


Those were headlines on ads ad- 
dressed, not to the public or the 
soldiers or the enemy, but to the 
guys supposed to be getting out the 
goods! - 
But in November we were able to 
“50 Pieces of Good Wartime 
Industrial Advertising” and to com- 
ment that 


praise 


e@ use 


So, though the corn, the flag-wav- 
ing, the bragging, continued for a 
long time; still, more and more, in- 
dustrial advertising accepted its 
wartime responsibilities and, gener- 
ally, acted with initiative and intelli- 
gence helped to tell markets how 
to get along with less, how to use 
substitutes, how to improve produc- 
tion methods, how to get more and 
more out of man power, how to 
make equipment last longer, how to 
put on scrap drives, how to train 


green help, how to eliminate waste 
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Hanne Engineering Werks 
Os Geen ast. Gumeee #9. = 


avoee ee PwEemare toulrmen 
wauve 


We had a brief fling over the “E” 
flag (which was of interest only to 
those who earned it) and over War 
Bonds (which can be sold better 
other 


which has its own special jobs), and 


through media than ours, 
a few cases of how-we're-winning- 
Sam but the 


market reaction to these was becom- 


the-war-for-Uncle 


ing hostile 

Finally, we went to war! 

The Copy Chasers think industri- 
al advertising has improved much 
since then. The war taught it how to 
be of service. Postwar competition, 
particularly that contributed by new 
products, made advertising a more 
responsible partner on the sales 
team. We have learned that adver- 
tising is low-cost communication . 
provided there is something said that 
the market desires to know. 

Let's not forget what it took us so 


long, last time, to remember! 


History Repeats . . Early returns 
of 1951 advertising reveal little 
awareness on the advertisers’ part 
of what has euphemistically been 
called “the emergency.” 

Possibly this is as it should be; we 
certainly do not propose that adver- 
tisers fill their pages with pictures 
of planes and soldiers and the atomic 
mushroom and copy exhorting all to 
get in there and pitch. The type of 
advertising which in peacetime is di- 
rected toward helping increase pro- 
duction, is equally sound in wartime 








on Who Started a Bevelutica 


RUBEROID 





without setting it to martial music. 

On the other hand, the persistence 
of anniversary greetings, leg art, 
gags and bregs, generalities and 
banalities, suggests the possibility 
that the war hasn’t yet dawned on 
the advertising fraternity. 

National Automatic Tool “An- 
nounces 50 Years of Service to In- 
dustry” (“The past 50 years have 
marked an epoch of scientific indus- 
trial advancement unparrelleled in 
nistory.”) Graton & Knight reports 
“100 Years of Service to Industry” 
(“The first 100 years were the hard- 
est!”). 

Revere Copper & Brass records 
reaching its 150th year, which makes 
Natco a real piker in longevity. Sol- 
vay boasts “70 Years of Progress.” 
Hanna Engineering says “It Took 50 
Years.” Driver-Harris 
started the same year Marconi took 
the first step toward the singing 
commercial. 

Cochrane Corp. traces the “Mile- 
stones in the History of Water Con- 
ditioning.” Heakin Can Co. shows 
views of the various plants it grew 
in and out of during its 50 years. 
Ruberoid reproduces a snapshot of 
the 18 men who in 1892 “had just 
produced the first roll of ready-to- 
lay asphalt roofing ever made.” 
Even don herold, commissioned to 
sell the history of Keuffel & Esser, 
does far less than his usual spar- 
kling job. 

Hyatt says “Thank You” for last 


recalls it 





Leadership in both FERROUS and 
NONFERROUS METALS ENGINEERING 


THE LEADERSHIP AND BROAD COVERAGE of Metal Progress in every industry 
where ferrous or nonferrous metals are fabricated, treated, processed or applied, 
is substantiated by recent surveys of Metal Progress subscribers which indicate that 
of these 20,000 metals engineers . . . 


13,464 BUY NONFERROUS METALS 


52% LOOK FIRST IN METAL PROGRESS for advertise- 
ments of nonferrous metals . . . leading the second place 
publication by 41/2 to 1. 


96% ARE INTERESTED in ferrous metals. 


88% RECOMMEND OR ACTUALLY PURCHASE ferrous or 
nonferrous metals, parts and equipment. 


NO OTHER PUBLICATION CAN MATCH METAL 
PROGRESS for broad, horizontal coverage of 20,000 
metals engineers. 


Metal Progress 


Place your advertising in... 


7301 EUCLID AVENUE CLEVELAND 3, OHIO 
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(Hyatt is 58.) Guar- 
dian Electric urges, “Resolve in 1951 


year's orders 


to improve your products 
The January 


reaching a market which should be 


issue of Foundry 


feeling the early twinges of war pro- 
luction, is “over-sexed” ( a corre- 
called to our attention) 
th the leg art of Davenport Ma- 
hine & Foundry (“Pretty Pictures 
Your Foundry”), Metal Blast, Inc 
Relaa Smith Oil & Refining Co 


Getting beached 


pondent 


vith a couple of 
s one thing. But etc. } 
ind Great Western (“Better Foun- 

Screening’) 


he ities 


the girl is seen 
ugh a badminton net 

Spicer Mfg. Co 

(and itsel as “Famous American 


igh years of peace 


praises the eagl« 


ro igh termes of war 
been a sym- 


ty Bower 


news that 


" ié leade 

greater than competition tself 

r that leaders} p, representing the 
challenges the capacity of 

! 1 business to do even bet- 

* American Tile & Rubber, under 

a photograph of a lighthouss 
pledges to be guiding light. the 
lead ng light in the rubber floor ng 


’ dustry ” 


Bonney Forge & Tool Works asks 


AS CALVES 


us to “Imagine a champion skier 
putting up with anything less than 
the finest in skis!” Mathieson Chem- 
ical reminds us that “in no other 
country in the world is soap used so 
lavishly.” Youngstown Sheet & Tube 
explains “Why The Sea Is Salty” 
(seems that “A poor man get a 
magic mill from eives”™!) 

Do the perpetrators of this litera- 
ture think for one minute that read- 
ers subscribe to and spend time 
reading business papers in order to 
subject themselves to garbage like 
that? Does anybody at Bower Roller 
Bearing bother to read other peo- 
Does 


sermons” anybody at 


Natco pay 


pies 


attention to anybody 








Why the sea is salty 


Would 


body at American Tile be impressed 


else's anniversaries? any- 
by some other lighthouse? 

Ads like those read as though they 
might have been written either by 
children who are having fun playing 
ad-men or by ad-men trying to but- 
ter up the brass. Nothing in the find- 
indi- 


ings of any organization or 


vidual who has researched reasons 


for publication readership by busi- 


ness men would support any one of 
these ads. 
And they are just an unfortunate 
few of the many we could have cited 
When they do touch on the war, 
it’s the same old generalities, the 
same old tired copy leads: Sherwin- 


Williams .. 


And that good old reliable, resur- 
rected by Great Lakes Steel 


General Electric's 


Socony-Vacuum’s 


Some, with perhaps more justifi- 
cation, are taking the tack that they 


haven't been caught with their pants 








> nt ¢ » 


Southwest 
Giiberlaa 


a 
Builder 


Mid-West 


You can “hire” any one or all 12 of 
these experienced ‘‘salesmen” .. . 
and assign them to a territory in the 
construction market. These star sales- 
men contact 62,000 men who will buy 
your equipment or materials. These 
salesmen sell by talking Jocal bids, 
local jobs, local methods, local 
people .. . use any combina- 

tion to blanket this multi- 

billion dollar market or 


to concentrate in a 
qgeographic section. 


No other publication or 
group of publications can 
match the coverage, the 
reader interest and the op 
portunity to sell to specific 
morket area as do the 
A. C. P. regionals. Send 
for new reader survey book- 
let, “Whet Publication Do 
Construction Men Read” 
Write to... 


GEORGE C. STEWART, Sec'y, 


Associated Construction 
Publications, 

3029 North Sth Street, 

Harrisburg, Pennsylvania 


res eLeGwil cele 


SSOCIATED 


ONSTRUCTION 


UBLICATIONS 





-+--when a prospect 
wants to compare...” 


“The market for internal grinders such as ours has Sweet's designed this 
widened considerably in recent years and prospec- Bryant Chucking Grinder 
five buyers are appearing in many new places. Company catalog 


Sweet's Catalog Service has helped to swlve the and distributed 
12,000 copies to plants 


of top-rank 
the hands of new prospective buyers. buying power in the 


problem of getting information on our product into 


First, Sweet's designed our catalog which covers mechanical industries. 


all essential information on our standard line of 
machines. Second, Sweet's printed this catalog; and 
third, Sweet's-distributed the catalog in a bound 
file to men in important firms of the metalworking industry. As a plus 


factor, Sweet's supplied us with a quantity of catalogs for our sales force 
all this at a very economical figure. 





“An important feature of this setup is that our latest catalogs are on 
hand everywhere in the metalworking industry and when a prospect 
wants to compare the internal grinding equipment offered by various 
machine tool builders, we are sure to be in the picture.” 


Alan Brown, Advertising Manager 
BRYANT CHUCKING GRINDER COMPANY 


Gets the right information—to the right people—at the right time 


J 
Sweet's handles more catalogs than any other organization weet 4 


—in 1950 over 35,000,000 copies for 1,148 manufacturers. 








Sweet's can help you with 
Sey pest of yous entalag job 


Check your needs against these spe- 
cialized services. You may order any 
of them separately. You are not re- 
quired to order Sweet's complete 
catalog service. 

CATALOG DESIGN 





CATALOG PRODUCTION 
Because of the great number of manufac- 
turess’ catalogs handled, Sweet's can offer 











about all the things you 
can get from Sweet's 


Catalog Service eee 


DIVISION OF F. W. DODGE CORPORATION * 119 WEST 40TH STREET, NEW YORK 18, N. Y. 
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advertising 
in business 


volume 5.8% 


February 


1951 


42 


Grand total 


Year to date volume 5.4 


1951 


Grand total 


Industrial group 
Digest 
in A 


can 


Products Journal 
anner w 
Industry 
& Engineering 
(w.) 
Chemical Engineering 
Chemical Industries Week 
Chemical Processing 





Includes a special issue 
*Includes classified advertising 
estimated 


7x10 units, sold as pages 


Does not include advertising 
Western section 


volume 
papers 


w 


(in pages) over 1950 


1950 page change °, change 


27.526 +1,592 


(in pages) over 1950 


1950 page change change 


Industrial group 


Engineering 


mstructioneer 
wction Equi 

nstruction Methods & 

Equipment 

nstruction New M 

mstructor 

rs & Engineer 

(9%,x14 


Monthly 


Dairy Record 


tribution 
Drilling 
Drug & Cosmetic Industry 


Electric Light & Power 5 84 
Electrical Engineering 5: *53 
Electrical Construction & 

Maintenance 94 
Electrical § 60 59 
Electrics 65 
Electrical World (w *238 
Electronics °199 
Engineering & Mining 

Journal 
Engineering News-Record 


(w 
Excavating Engineer 


Factory Management & 
Maintenance 

Fire Engineering 

Fleet Owner 

Food Industries 

Food Packer 

Food Processing 

Foundry 


Gas 
Gas Age (bi-w 
Heating & Ventilating 


Heating. Piping & Air 
Conditioning 


February 5.8% rise is 
second big one in a row 


® FOR THE SECOND consecutive month, 
business paper advertising volume 
reached its highest point in the past 
several years. 

Volume rose 5.8% to 29,118 pages 
in February, as compared with 
27,526 pages in February, 1950. Jan- 
uary’s annual rise was 4.4%. 

The industrial group, with 153 re- 
porting, gained 8.39%, or 1,336 pages 
Cumulative figures are up 8.9%, or 
2,778 pages above 31,150 for the year 
to date. The product news 
papers gained 15% in February, or 
307 one-ninth page units, and 12.5% 


seven 


for year to date 

Fifty-three trade publications just 
missed an increase. They were off 
1.4% or 81 pages in February, but 
3.6%, or 427 down, for the 
first two months 

Class publications gained 1.9% for 
the month, and 2.: for the 29 pa- 
pers in January and February. The 


pages 


17 export papers, narrowing the plus 
are down 2% for 


for the year to 


and minus gap, 


February and 1.6% 
date 


Industrial group 


Ice Cream Reviev 
Industrial & Engineering 
Chemistry 
Industrial Finishing 
Industry & Power 
Inland Printer 
Interiors 
Iron Age (w 


‘ 


4'5x6 


Lumberman 


Magazine of Building 
Machine Design 
& .Tool Blue 

2x6'9) 
Machinery 
Manufacturers Record 
Marine Engineering & 

Shipping Review 
Mass ransportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Mill & Factory 
Mining Engineering 
Modern Machine Shop 
(4'>x6',) 

Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroads 


Book 


National Petroleum News 
( 


w 
National Provisioner (w.) 
National Safety News 


Oil & Gas Journal (w.) 
Operating Engineer 
Organic Finishing 


Pacific Builder & Engineer 
Packaging Parade (9%x12) 
Paper Industry 

Paper Mill News (w 

Paper Trade Journal (w 
Petroleum Engineer 





FO 


NEW FOUNDRY ATLAS 


Here is an expanded version of 
the Foundry Marketing Map 
which has proved so helpful in 
locating regional and national 
markets, and establishing sales 
territories and quotas in many 
instances, 

It will give you a new concept of 
this market—a big one in its own 
right—a part of no other market. 
Besides breaking down 96 indus- 
trial marketing areas in detail, it 
features the ten top foundry mar- 
kets of the country. It shows loca- 
tion of foundries and relative im- 
portance of each area by number 
of foundries, employment and 
metals cast. 


DRY MARKET DATA 


70 help you plan for 5! 


Few business papers know so thoroughly the 
markets they serve as does FOUNDRY. Every two 
years since 1900, FOUNDRY has conducted a 
comprehensive census of the foundry industry — 
assembled and published in Penton’s Foundry List. 
From this information, FOUNDRY has developed 


various sales helps, shown here, for manufacturers 
who sell—and want to sell—to the foundry mar- 
ket. If you are anxious to ascertain your full 
potential in this field, call in your FOUNDRY 
representative who will help you size up this big 
and active market. 


45,000 READERS 


Helping You Sell To Foundrymen 


WHEREVER METALS 


ARE CAST 


A PENTON PUBLICATION, PENTON BUILDING, CLEVELAND 13, OHIO 
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Industrial group 


Petroleum Processing 
Petroleum Refiner 
Pit & Quarry 
Plant Engineering 
Plating 
wer 
Power ineering 
Practical Builder 
Printi Magazine 
Produc Snggasering 
Production gineering & 
Management 
Products ey m= | 
Progressive Archit 
Purchasing 


(4'yx6', 
ecture 


Quick Frozen Foods & the 
Locker Plant 


Railway Age (w.) 

Railway Engineering & 
Maintenance 

Railway Mechanical & 
Electrical Engineer 

Railway Purchases & Stores 

Railway Signaling & 
Communications 

Roads & Streets 

Rock Products 


Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Steel (w.) 

Supervision 


Telephone Engineer 
(semi-mo.) 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman 
Tool & Die Journal 
Tool Engineer 
Traffic World (w 


5x7's 


Utilization 

WW astes En¢inee rine**® 

Water & Seware Works 

Water Works Engineering 

Welding Engineer 

Western Canner & Packer 

Western Construction 

Western Industry 

Wood Worker 

Woodworking 
(4'6x6'4) 
orld Ol 

World Petroleur 


Digest 


Total 17,481 


Product news croup 


» fi@ures for 
publications 
units (approx 
standard 7x10” pages 
Flectrical Equipment 
Industrial Equipment News 
Industrial Maintenance 
New Equinment Digest 
Plastics World 
Product Design & Develop 
ment 
Transportation 


product news 
are reported 
3'4x4% 


Supply News 


Total 1/9 page units 


Trade group 


Air Conditioning & Refriger 
ation News (w.) (11'¢x16 

American Artisan 

American Druggist 

American Lumberman & 
Building Products Mer 
chandiser (bi-w 


Boot & Shoe 
(semi-mo 
Building Supply News 


Recorder 


Chain Store Age 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise 
Variety Store Editions 
Grocery Editions 


Department Store Economist 
Domestic Engineering 


Electrical Dealer 
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Trade group 
Miastrieal Merchandising 


{ 
Electrical Wholesaling 


Farm Equipment Retailing 

Farm Implement News 
(semi-mo.) 

Florists’ Review (w.) 

Fueloil & Oil Heat 


Geyer’s Topics 
Glass Digest 


Hardware Age (bi-w.) 
Hatchery & Feed 

Hosiery & Underwear Review 
Hosiery Industry eekly 
Hosiery Merchandising 


Implement & Tractor (bi-w.) 
Implement Record 
Industrial Distribution 


Jewelers’ Circular-Keystone 


Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & Dispenser 


Motor 

Motor Age 
Motor Service (4'4x6's, 
NJ (Metonal Jeweler 
(514gx7%) 


National Bottlers’ Gazette 


Office Appliances 
Photographic Trade News 
Plumbing & Heating Business 
Plumbing & Heating Journal 
Plumbing & Heating 
Wholesaler 
Poultry Supply 
Progressive Grocer 


Dealer 
4'4x7"4) 


Sheet Metal Worker 
Southern Automotive Jo 
Southern Hardware 
Sporting Seote Dealer 
Sports 

Super Mz ries t Merchandising 


urnal 


Variety Merchandiser 
4% x6* 


Wood Construction & Build 


ing Materialist 


16.145 Total 


Class group 

1950 Advertising Age (w 
109,14) 

infor Advertising Age (w 
in 19 (109414) 
not in- Aeronautical Engineering 
Review 
American Funeral Director 
American Hairdresser 
American Restaurant 


295 
674 
147 
505 
148 


235 
49 


(7x10-3 /16) 
(1094x1544 


Banking 
Billboard (w.) 
Chain Store Age 
Fountain Restaurant 
Combinations 
Cleaning & Laundry World 


Dental Survey 


Fountain Service 


Class group 


Hospétal ——— — rr 
em 


Review | (w j 


Industrial Marketing 


Hote! 

Hotel Mon 

Hotel — 
(94x14 


Journal of the American 
Medical Association (w.) 


Laundry Age 


Medical Economics (4'4x6%4) 

Modern Beauty Shop 

Modern Medicine (semi-mo.) 
(454x674) 


Nation's Schools 


Oral Hygiene (4-5/16x7-3/16) 


Proceedings of the I.R.E. 
Restaurant Management 


Scholastic Coach 
School Executive 
School Equipment News 
School & College 
Management (9')x1134) 
What's New in Home 
Economics 


Total 


71 46 Export group 
s American Automobile 
16 (overseas edition) 
31 American Exporter 
- ‘ (2 editions) 
38 American Exporter Industrial 
144 (2 editions) 
Automovil Americano 


119 
103 


102 
137 
"50 
95 c 
104 
180 
0s52 
1M 


» * 
aminos y Calles 28 


Farmaceutico s« 
Hacienda (2 editions 85 
Hospital 13 

& Ingenieria Internacional 

Construccion 
Ingenieria Internacional 

Industria 
McGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea 

Latinoamericana 
Revista Rotaria 


Spanish Oral Hygiene 
(4-5 /16x7-3 /16 


Textiles Panamericanos 
Total 


issue 
advertising 


SIncludes a special 

*Includes classified 

' Estimated 

) 7x10 units, sold as page 

**Formerly Sewage & 
Engineering 


industri: al Wastes 


Note: The above figures must not be 
quoted or reproduced without permission 


total 


American Aviation . . 
pages for 
were transy * 

630 pages, a gain 


482 


3449's total of pages 


Chemica! Industries West. 


Farm Implement News . . 


jisplay adver 1dvertising pages for should be 
1950 and 1949, as ] 

f INDUSTRIAL MARKET. 
rrect total for 19 


f 148 


1,805 


listed in and correct 


1949 she 167 not 2,013 

~ 
Implement 6 Tractor . . correct display ad- 

for 1950 should be 2,209 


listed. 


pages ver 
vertising pages 


2,193 


pages, not pages as 


correct display 


Id be 


1.083 


lary 


Plumbing & Heating Business 


lisplay advertising page: 


1063 


e 1124 ¢ 


—orrect tot 


ages, not 





Uf you can help Them, wile their land and jrrodudlion, prroblawd 


T= TEXTILE INDUSTRY, always a major manufacturing market, 
becomes more important each day as defense needs pile on top of 
civilian requirements. 


Right now, in fact, it is a $15,000,000,000 industry and is buying 

in ever-increasing amounts the many items of plant equipment and supplies 
as well as the strictly textile equipment items needed to keep its mills 

in efficient working order. 


Quoting from TEXTILE WORLD’s February Review & Forecast Number, 


in reference to purchases of equipment by mills — 


The greatest activity for the year was in the purchase of supplies and 
accessories, with the second greatest activity being in the purchase of 
auxiliary equipment (the most active field here being materials handling) 
... There is no question whatever now that activity will be heavy in 1951 
or that purchases will make another new record. Nothing can prevent a 
new high from being established in 1951. 


Little wonder, therefore, that textile mills are more keenly 

interested than ever in all available sources for the equipment and 
supplies which fit into their operating and expansion programs — and 
little wonder why the advertising pages of TW become 

of increasing importance to them. 


For TEXTILE WORLD, carrying the advertising of practically every 
item needed in textile manufacture, is the textile industry's 
marketplace — it is where the key men in the key mills* will be 
looking for YOU — if you can help them. 


Why not make sure they'll find you? 


Total net paid L 23,225 subserib 


TEXTILEWORLD 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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Our Readers 


NEED, 
WANT 


and 


BUTTER. CHEESE 
MILK PRODUCTS 





No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boards, so widely inspected by the pub- 
lic, and as @ result so progressively 
maintained as the dairy industry. And 
because milk and milk products are nec- 
essary in the human diet and in demand 
during any economic condition, dairy 
plants are always eager TO BUY... 
ALWAYS ABLE TO BUY. 


WHY OLSEN PUBLICATIONS? 


Each Olsen Publication is tailored to a 
particular phase of the dairy industry. 
Each has the largest circulation at the 
lowest cost per thousand. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE” plant owners, 
managers, superintendents, etc. . . . men 
whose principal interest is their business 
and how to make it more profitable. 
That's why Olsen Publications 
afford a plus-value in reader- 
quality, reader-response and 
reader-purchasing power. 
WRITE FOR MARKET DATA 


THE OLSEN PUBLISHING CO. 


Publish s f the y industries 


1445 WN Sth Se Milweuvkee 12 Wis 


Booklet brings Hays sales 





are diagramed, each diagram show- 
ing how a Hays system could be ap- 
plied to that particular equipment. 

Section four offers individual pic- 
schematic 


tures and diagrams of 


each controller. Each reproduction, 
which is three-fourths of life size, in- 
cludes a die-cut door which 
folds back to 


mechanism. These iliustrations can 


case 
reveal the inside 
be viewed simultaneously with the 
system drawings from the previous 
section of the book which are print- 
ed on fold-out pages. Thus the sales- 
man can show the customer draw- 
ings and pictures at one time with- 
out removing pages from the book 
or juggling them back and forth 

Section five explains details of 
calibrating and adjusting the con- 
trollers, and the final section shows 
photographs of more than 50 actual 
installations 

In order that the material may be 
correctly and uniformly presented, 
the salesman also receives a special 
script. He is asked not to memorize 
the script, but to learn it thoroughly 
enough to tell the story adequately 
in his own words 

Advice for the 
of the 


technical content 


“visual” came from three 


the Hays engineering de- 


sources 


partment, sales representatives and 
a marketing consultant. Before pro- 
ducing the entire 150 manuals, a 
three-month test run was made with 
six hand-made dummy copies by six 
different salesmen. The trial period 
turned up a weak spot or two, and a 
few errors of omission, which called 
for a number of changes, refine- 
ments and additions. 

In no instance is a salesman given 
a copy of the visual and told, “Here it 
is. . use it!” Instead it is presented to 
a number of salesmen at one time 
The company’s vice-president in 
charge of field research thoroughly 
explains how the visual can help the 
salesman increase his sales, and goes 
through the book page by page, giv- 
ing an actual and complete demon- 
stration of how the “visual” should 
be used 

In addition to tangible resuits in 
terms of orders and sales, three by- 
product advantages have resulted. 
First, the visual has had the effect of 
stabilizing the thinking of the com- 
pany . . helping it to decide definite- 


ly on engineering and production 
policies. Second, it has provided a 
which to build the 
Third, it has 


raised the level of salesmen’s under- 


solid basis on 


firm's advertising 


standing of Hays products 


ne vg — 


How to make 


a sales impression 


® A FRIEND of ours, who does very 
well at selling securities, has a flair 
for the quick comeback, the dramatic 
touch that leaves a lasting impres- 


sion on tough prospects even if it 


doesn't always result in a sale. 

One day he presented his card to 
an office receptionist and asked to 
see a certain Mr. B. The reception- 
ist took his card into Mr. B.’s office 
Through the door, our friend watch- 
ed the executive glance at the call- 
ing card, then tear it in two and toss 
it in the wastebasket 

When the secretary returned and 
gave him the routine brushoff, he 
politely asked if he might have his 
card back. Flustered 
to the inner sanctum, and after some 
with Mr. B., 
came back and handed the salesman 
a nickel. “Mr. B 


and buy yourself another card.” 


she retreated 
hurried conversation 
says to take this 

Our friend took it graciously, then 
handed the girl another card. “Here,” 


he said, “give this to Mr. B. and tell 
him they're two for a nickel.’ 








Advertising Research Foundation’s 
Readership Study of AMERICAN BUILDER — 


| 
| 
| 
| 
| A Summery of 


The Adespeicieg Research Foundation's 


2 RUTLDER 


Readership 


Sead for this new kind 
of Copy and Idea Book 


Valuable information for sales and advertising exec- 
utives, account executives and copy chiefs responsible 
for the sale of products to the huge light construction 
industry. You can use this impartial study to guide 
you in planning sales and advertising to the respon 
sive AMERICAN BUILDER oudience. Send for your 
personal copy today. 


Highlights of the Study 


9 9 % remembered seeing one or more of the 


advertisements measured 


of the readers who claimed to have 


8 ] % purchasing influence, stated they spec- 


ify or recommend mokes or brands. 


of the home subscribers interviewed 
89 % stated they read every issue of AMER- 
ICAN BUILDER. 
of the readers interviewed remem- 
76 % bered seeing one particular black and 


white advertisement. 


First tn the “Field... 


First in the Building Field 
Established 1879 
First in number of subscribers 
Over 85,000 subscribers, ABC 
First in number of advertisers 
493 advertisers in 1950 
First in number of advertising poges 
1,883 pages in 1950 


Here, in a 16-page file-size booklet, is a summary of the essen+ 
tial facts brought out in the Advertising Research Foundation’s Readers 
ship Study of AMERICAN BUILDER. This is the first survey conducted 
by the A.R.F. for any publication serving the light construction industry. 


This booklet features a flow-chart of the 320-page February issue of 
AMERICAN BUILDER—the issue surveyed. Each bar in the chart & 
identified—advertising pages by name of manufacturer—editorial 
pages by title of articles. In this way you get a clear over-all picture 
of the readership values of all the pages—editorial and advertising, 


separately and collectively. 


In addition, the 10 best-read advertising pages are illustrated for clos@ 
study, reflecting the selling power of each manufacturer's messag@ 
The 10 best-read editorial items are also illustrated, demonstrating 


the high readership of these pages. 


The entire booklet offers a true appraisal of AMERICAN BUILDERS 
audience and readership, based on the original, comprehensive A.R.F, 
Readership Study. Write for your booklet. Address your request to: 


Robert Morris, Publisher 


AMERICAN BUILDER 


79 West Monroe Street . 


AMERICAN 


UILDER 


A SIMMONS-BOARDMAN PUBLICATION 


Chicago 3, Illinois 





The Readbook of the Light Construction Industry 





Conveyor expedites orders 
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terest to those concerned with the 
early days of laboratory research 
The paintings are from the collection 
of Chester G. Fisher, founder of the 


company and chairman of the board 


Company magazine pulls . . Like 
the catalog, the house organ pro- 
motes business largely by specific 
product descriptions, along with 
technical data of value to laboratory 
workers. John A. Angus, advertising 
manager, who came to the company 
from Distillation Products, Roches- 
ter, was tempted to consider some 
changes in the format of this pocket 
size house organ, but after checking 
the impressive direct sales of items 
described in a typical issue, he de- 
cided that it is too valuable as it is 
to justify experimentation. 

“The Laboratory” goes to 120,000 
names, although it would be more 
accurate to say titles The company 
has decided, after long experience, 
that maintaining a mailing-list of 
this size on the basis of personal ad- 
dresses is an impossible task, and 
hence all on the list are addressed 
by title. This has proved effective, 
and any new customers or those 
changing jobs continue to receive 
mail accordiny to their official titles 
only. 

The heads of the company believe 
that good products are the company’s 
best advertising, and therefore little 
so-called institutional copy is used 
Even in its publication advertising, 
appearing in suc h magazines as Ana- 
lytical Chemistry, Chemical & Engi- 
neering News and other publications 
of the American Chemical Society, 
plus Industrial Laboratories (a new 
publication in which the company 
will use back covers), the copy is 
offer of a 
specific item of laboratory equipment 


almost invariably an 
or supplies 

The catalogs and other promotional 
material of Fisher are notable in 
the general use of 
reason for 
wood cuts is that they obtain great 


another way 

wood cuts. The using 
detail in the reproduction of instru- 
ments, and although the work is ex- 
pensive, it is considered superior to 
either line drawings or retouched 
photographs. Fisher is one of the 


sstrial Marketing 


biggest customers of Sander Engrav- 
ing Co., Chicago, which turns out 
the wood cuts. The originals are care- 
fully filed, as all reproduction is from 
electros 

Another unusual feature of the 
Fisher business, and one which has 
an appeal from the social standpoint, 
is that all of its mailing is handled 
by the Institute for the Blind in 
Pittsburgh. Mailings often involve up 
to 120,000 pieces. Mr. Angus reports 
that the work is well and accurately 
done, suggesting a way in which ad- 
vertisers can contribute to the handi- 
capped without in any way reducing 
the quality of their operations. The 
list is maintained on Addressograph 
plates 

The other Fisher houses, in addi- 
tion to those in Pittsburgh and New 
York, are in St. Louis, Silver Springs, 
Md., and Montreal. 


Salesmen push service . . While 
the description of order handling sug- 
gests that the business is strictly of 
the mail-order variety, this is not 
literally the case, since the company 
is represented in the field with 38 
salesmen. They are technically- 
trained men who know the needs of 
their how Fisher 
products can serve them. They don’t 
attempt to write orders, but only to 
and stimulate the 


customers and 


provide service 
activities of the purchasing depart- 
ments of the industries and schools 
they call on. The small size of the 
average individual order is another 
reason why the sales representatives 
do not attempt to pick up business 
in their travels 

One of the important byproducts 
of the sales work is constant sugges- 
tions to the development department. 
The job of this department is to study 
the opportunity for designing new 
and improved equipment for labora- 
tory work. Many projects are con- 
stantly being studied. Those agreed 
on as worth while are added to the 
line and put into production. 

“The growth of the Fisher Scien- 
tific Company,” Mr. Angus com- 
mented not long ago, “is due to the 
growth of American industry and the 
spread of technical education. Scien- 
tific instruments such as are used by 
the chemical laboratories of the 
country represent the development 
of a great American industry, which 
is fostered through the Scientific Ap- 


paratus Makers Association. 

“The progress of industry is aided 
in no small measure by improve- 
ments in laboratory instrumentation, 
and we believe that the scientific in- 
strument makers are therefore im- 
portant to national defense and se- 
curity as well as industrial progress. 
Their role in development of atomic 
energy, for instance, represented no 
inconsiderable contribution.” 

Chester G. Fisher, chairman of the 
board, and founder of the company, 
is still its active head. His son, Aiken 
W. Fisher, is president; James A. 
Fisher is vice-president in charge of 
sales and advertising; and Benjamin 
R. Fisher is vice-president in charge 
of plant operations. 





Production chief urges 
suppliers to keep advertising 


@ PHILADELPHIA .. Industrial sup- 


pliers will flirt with a dangerous sit- 
uation if they allow their selling ac- 
tivities and promotion programs to 
fold during mobilization and war 
production, Nelson A. Miller, chief 


of the office of civilian supply, Na- 
tional Production Authority, told the 
American Marketing Association of 
Philadelphia. 

“A natural reaction of business is 
to cut expenditures when they do 
not contribute immediately to sales 
or profits,” he said. “On this princi- 
ple, no doubt, many sales organiza- 
tions, marketing research depart- 
ments and customer relations pro- 
grams will be crippled or scrapped.” 

“A dangerous situation exists, 
however, when a business is led, un- 
der temporary economic circum- 
stances, to let its selling activities, its 
sales and service organization and its 
market research program to fold. 
Many companies permitted this to 
happen in World War II and later 
regretted it 

“There is much that a sales organ- 
ization and advertising can do, when, 
on the surface, selling is no problem 
A company must keep its market 
alive to a desire to buy the com- 


pany’s product.” 


Irving A. Lesher . . has been named man- 


ager, Chicago offices, Sutton Publishing Co. 
in addition to his present position as dis 


y 4‘ mon ter +1.¥ rking 
trict manager, Metal-Working 





THE 
SHORTEST 
ROUTE 


TO 


PRODUCT 


APPROVAL 


Now, for the first time, it is possible to get full coverage of that all important purchase 
influeace group, the key personnel in research, development, control and testing laboratories 
as well as the pilot plants of industry. 22,000 copies of INDUSTRIAL LABORATORIES 
reach these influential people by name and title every month. 

Your advertisements in INDUSTRIAL LABORATORIES reach the persons who 
select products, processes, supplies and services for the laboratories themselves — for the 
prototypes of tomorrow's developments and for current production. They are read by chemists, 
physicists, metallurgists, ceramicists and others of similar specialized skills; by scientists, 
engineers and technologists — by all members of the project teams that apply scientific 
knowledge to the problems of industry...the products of tomorrow. 

Laboratory specialists have the valuation habit, the planning practice and the authority 
to put the seal of approval on your product for production runs—if they learn of it! But 
busy key laboratory personnel make every reading minute count. That's why the only full- 
coverage magazine going into laboratories — INDUSTRIAL LABORATORIES — has won 
an enthusiastic audience. That's why INDUSTRIAL LABORATORIES can tell your story 
best where it counts most. Present your products where purchase recommendations are made. 


Write today for rate card 


indesital /phoratOmleS ree 


INDUSTRIAL LABORATORIES PUBLISHING COMPANY 
201 NORTH WELLS STREET * CHICAGO 6, ILLINOIS ¢ Financiat 6-1026 


March: 1951 | 89 








merican 
viation 


More and more, aviation 
“Men of Decision” count 
on Ameri Aviation to 
tell their merchandising 
stories to the entire avia- 
tion industry. 


As a result, American Avia- 
tion gained 125 pages of 
advertising over the previ- 
ous year—a gain of more a 
than 25% —evidence of ex- 

perience-proven confidence : 

in American Aviation! , STEPHEN R. KENT 


PUBLISHED WEEKLY Advertising Director 


American Aviation Publications, Inc. - 
1025 VERMONT AVE., N. W., WASHINGTON 5, D.C. 


Send for this-Manual ee 


MEYERCORD DECAL 
NAMEPLATES 


HOW TO SOLVE NAMEPLATE 
PROBLEMS ON ANY SURFACE 


WRITE FOR YOUR FREE COPY The M EYE RC ORD C. 


BUSINESS LETTERMEADS, 
PUASE, DEPT. 29-3 


” Awe 


IC’s centennial 


ntinued trom page 





to be presented to various com- 
munities at selected points along the 
line. Markers consist of two 11-inch 
medallion faces (front and back sur- 
faces) mounted on 1,500 pound lime- 
stone boulders, limestone slabs or 
walnut panels. 

Installation is often on railroad 
property, although a number of com- 
munities have asked that the marker 
be placed in public parks. The Il- 
linois Central has established no pat- 
tern for marker dedication cere- 
monies. In each case, the program is 
to be worked out with local civic 


and public authorities 


Displays and exhibits . . were 
supplied to libraries, schools, banks, 
etc. More than 200 colorful five- 
panel displays depicting the opera- 
tion, personnel and equipment of the 
railroad have been given to institu- 
tions wishing to share in the pro- 
gram. Other exhibit material in- 
cludes 300 16x20” enlargements of 
early land and labor advertisements 
used during the construction of the 
railroad and the colonization of the 
territory .. and 750 photographic en- 
largements of historic and present 
day scenes 

Supplementing displays and ex- 
hibits are calendars, newspaper and 
magazine advertising, as well as pro- 
motional material in the form of 
swizzle-sticks, coffee cups, napkins, 
place mats, coasters, match books 
and menus. 

The February issue of Modern 
Railroads was devoted exclusively to 
the centennial, and a_ substantial 
part of the Feb. 12 issue of Railway 
Age was devoted to the IC 

Some 60,000 wall calendars of 
centennial design have been dis- 
tributed, and special ads have ap- 
peared in 444 newspapers of 350 on- 
line cities. In addition, the same ad 
was published in 42 metropolitan 
newspapers in 27 cities throughout 
the U.S., and in 11 mass magazines 


Flag raising . . ceremonies were 
heid on C-day in 50 communities 
throughout the system. C-hour for 
Operation Centennial came at 11:00 
a. m. central standard time, Satur- 
day, Feb. 10. In 14 states along 6,543 





miles of right-of-away, bands played, 
speakers spoke, and centennial flags 
flew in cities, towns and villages. In 
each case, plans for ceremonies were 
in the hands of local IC officials who 
usually invited public officials and 
representatives of civic groups to 
participate 

In Chicago, Governor Adlai E 
Stevenson and Mayor Martin H 
Kennelly participated. In Memphis, 
Tenn., Illinois Central Superintend- 
ent H. K. Buck made arrangements 
for local industries to blow factory 
whistles as the centennial flag was 
raised. In Clinton, Ill, Superintend- 
ent E. H. Buelow arranged for a 
parade. In Jackson, Miss., Superin- 
tendent T. J. Casey promoted a 15- 
minute broadcast of the program 
over a local radio station 

With a precisely timed and well 
organized seven-pronged attack, in- 
cluding the public speaking course, 
pre-centennial meeting, book, pag- 
eant, medallions and markers, dis- 
plays and advertising, and local flag 
raising ceremonies, the centennial 
program couldn't miss 

As one IC man said, “If anybody 
living along the Illinois Central 
doesn't find out that the railroad is 
having its centennial this year, he 
will have to be deaf, dumb and 


blind.” 





Edward B. Wilber . . forn 


fork 


A. William Fraser . . former 
pear macer, ha 


When you set out to pick the dest 
medium for you in a field of sev- 
eral papers ... this booklet simpli- 
fies your task... because it 
compares papers on vital points, 
balancing cold statistic against cold 
Statistic .. . Write, wire or call 
for your copy. 
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PLUMBING & HEATING BUSINESS 


Grand Central Terminal Bldg., New York 17, N. Y. 
LARGEST- CIRCULATION MAGAZINE IN THE PLUMBING -HEATING INDUSTRY 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Song of the Chattahoochee was neve expressly for this fastest-growing indus- 
sweeter as its tumbling waters feed the trial market. It puts advertising in touch 


giant steam turbines of Georgia Power with millions of dollars of Southern and 


Company's Plant Yates. Second 100,000 Southwestern buying power unreached by 


kw unit of the utility's newest generating national industrial publications. Write for 


station began operation in November. Ulti- the facts. You will want to schedule im- 


mate capacity: 4 units: 400,000 kw portant space for SPI. 
+ 


Long range planning and rapid construe- 
Plant Yates, one of the newest in the nation, will be 


tion like this are meeting demands of the deccttbed to detell and Wherelly Gaaveted te the 
South-Southwest’s tremendous industrial April issue. We'll gladly send you a copy of this in 
teresting SPI issue if you'd like one. 


development. Since 1945 in these 19 states, 
electric output has been increased by more Seuthern Pewer and Industry 
than 20 million kw-hours. , 


SOUTHERN Power ANp INDUSTRY is edited 806 Peachtree St.. N. E Atlanta 5, Georgia 








Chapter activities 
of the National Industrial 
Advertisers Association 
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Form new ad defense committee 


NIAA will counsel Washington 
on disseminating informaton 


® wasHiIncTon . . The National In- 
dustrial Advertisers Association has 
announced that it will form a com- 
mittee to advise the Department of 
Defense on dissemination of produc- 
tion information during mobiliza- 
tion. 

NIAA made the announcement at 
the close of an all-day conference of 
government officials and 50 NIAA 
officers and members at the Penta- 
gon. 

At the conference, arranjed by the 
Department of Defense, officials of 
the Army, Navy, Air Force and 
Munitions Board outlined industrial 
production and military problems. 

Assistant Secretary of Defense 
Marx Leva asked NIAA to help the 
department by advising on best 
methods of bringing its problems to 
the attention of industry. 

Rear Admiral Robert F. Hickey, 


chief of information, Department of 
the Navy, said that industrial adver- 
tisers can boost the mobilization ef- 
fort by promoting industrial produc- 
tion incentive programs and helping 
maintain public faith in the pre- 
paredness effort. 

A. H. Raskin, special assistant to 
Anna M. Rosenberg, assistant secre- 
tary of defense, said that industrial 
advertising can help the nation by 
distributing information on man- 
power developments in a straight- 
forward, factual manner. 

A panel of seven NIAA members 
whose jobs are with companies in 
vital industries told case histories of 
industrial advertising’s work in 
World War II and reviewed current 
campaigns that are doing a similar 
job today. 

E. F. Luna, advertising manager, 
Anaconda Wire & Cable Co., New 
York, said that booklets of mainte- 
nance information printed by the 
advertising department in World 


news 


National headquarters + 1776 Broadway, New York 19, N. Y. 
Bennett Chapple Jr.. president 
Biaine G. Wiley. executive secretary 


War II had helped conserve scarce 
copper and that another copper 
shortage was growing: one firing 
pursuit plane in Korea, he said, uses 
1,000 pounds of copper a minute that 
cannot be regained. 

Arthur F. Tofte, advertising man- 
ager, Ailis-Chalmers Mfg. Co., Mil- 
waukee, said that the company’s 
current and future advertising was 
being based on experience in the 
last war when manuals and educa- 
tional ads had helped teach better 
maintenance of hard-pressed elec- 
tric motors and other machinery. 

H. H. Simmons, advertising man- 
ager, Crane Co., Chicago, said that 
shortages of trained help had 
prompted requests from the armed 
forces to launch another company 
training program including hand- 
books, visual aids and business pa- 
per ads. 

H. W. Leland, General Electric Co., 
Schenectady, N. Y., said that GE 
was prepared again to share its new 
developments of production tech- 
niques and machinery with all in- 
dustry. 

Raymond C. Helbig, advertising 
manager, Greenfield Tap & Die 
Corp., Greenfield, Mass., said that 


< —_ 





Finances, illustration, color, type and lay- 
out . . in relation to industrial advertising . . 
were discussed respectively by panel dis- 
cussants (from left, standing) Gerald Bell, 
Monroe Reisman, William Taylor, Roger 
Pendergrass and Paul Lay, all of the Ad- 
vertising Artist Association of Dallas at a 
meeting of the Dallas Industrial Advertis- 
ers. DIA members (from left, sitting) are 
Clayton Scott; DIA President K. D. McCain, 
Briggs-Weaver Machinery Co.; DIA Vice. ° 
President Bob Cunningh Ideco; Past 
President Nathe Bagby, Leche & Leche. 
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the company was planning a pro- 
gram patterned after poster, book- 
let and display advertising that 
helped train thread cutting operat- 
ors after Pearl Harbor. He said that, 
through industrial advertising, cus- 
tomers making unfamiliar goods got 
technical guidance otherwise un- 
available because of the overwhelm- 
ing demand for and limited numbers 
of plant engineers who could be call- 
ed in for consultation 

Russell A. Reed, Norton Co., Wor- 
cester, Mass., said that the advertis- 
ing department's “how to” manuals, 
lecture courses and motion pictures 
had helped reduce machine grind- 


ing wastes of finished parts and of 


the man-hours that had gone into 
the material before the grinding 
stage 

William A. Scherff, advertising 
manager, Plymouth Cordage Co., 
Plymouth, Mass., said company ads 
had showed customers how to use 
while the high- 


quality product went to wai 


substitute ropes 


A survey . 


Questionnaire helps members 
set NIAA conference pattern 


® NEW YORK The pattern of the 
29th annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation will be influenced by returns 
from a questionnaire sent to mem- 
bers by program chairman William 
K. Beard, Jr 

More than 275 returns have been 
received by NIAA. The question- 
naire asked members to check their 
preferences among 24 panel discus- 
sion topics, inc.uding war jobs for 
advertising, export advertising, mer- 
chandising of budget 
building and extra chores for the ad- 


campaigns, 


vertising manager 

In a letter accompanying the ques- 
tionnaire, Mr. Beard, president, As- 
sociated Business Publications, said 
that speakers will include “big stars 
in the current national, industrial 
and advertising firmament” but that 
emphasis will be on discussion pan- 
els . . in line with wide-spread pref- 
erences expressed by members 

The “format” for panels will in- 
clude a moderator and two to six ex- 
perts covering the subject from spe- 
cific angles and then seeking audi- 
ence participation in continuing the 
discussion. Two or three panels are 
planned to run concurrently, but the 
highest rated ones on the question- 
naire will be re-run if desired. Each 
panel will last two hours, so that the 
subject can be “pulverized,” said Mr 
Beard. 

More returns from the question- 
naire are sought before panel sub- 
jects are announced 





YOU'LL LEARN PLENTY 


---and 
have a heck of 
a swell time when 


you come to the 
‘51 NIAA convention 
at the Waldorf !———> 


+ UP-TO-THE-MINUTE PANEL DISCUSSIONS 
+ FAMOUS SPEAKERS ON TIMELY SUBJECTS 
+* SIGHTSEEING AND RELAXATION 


Take these 
2 steps NOW! 


1. Send in your convention registration with a check to NIAA headquarters... Save $5! 


2. Write direct for hotel reservations to the Waldorf-Astoria, Belmont-Piaza, 
Roosevelt or Barclay hotels in New York City. (Mention NIAA Convention) 


29th Annual Conference 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 
1776 Broadway, New York 19, N. Y. 
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Industrial Press offers 
new $1,000 ad award 


® New york .. Deadline will be April 
15 for entering the new advertising 
competition for a $1,000 award spon- 
sored by Industrial Press, New York. 

The award is for the best presenta- 
tion to management of plans for an 
advertising campaign. The competi- 
tion will be administered by the Na- 
tional Industrial Advertisers Asso- 
ciation. Awards will be presented 
at the annual NIAA conference June 
24-27 in New York. 


stion is New York with 
newly published 28th 
{ NIAA shows 


with members 


Smallest 





GSS 


NIAA 


Membership in the industrial 
division, Cleveland Advertising 
club, went past the 100 mark. Joseph 
C. Bowman, president, predicted 
that 200 industrial ad men will be 
members soon. 

Industriel advertisers in St. Louis 
have organized as a division of the 
St. Louis Advertising Club. Sixty 
industrial advertisers attended a 
meeting of the local parent group 
and elected J. F. Ashcroft, Ludlow- 
Saylor Co., as chairman, and G. C 
Nagel, Skinner Bros. Mfg. Co., vice- 


chairman 


® A simplification program for in- 
dustry by Herbert 
Hoover, Secretary of Commerce, re- 
ceived the support of W. L. Durgin, 
Commonwealth Edison Co., Chicago, 
at a meeting of the Engineering Ad- 
vertisers Association. Mr. Durgin 
told how many industries had made 
progress in simplifying their diversi- 
fied lines, such as brick, farm imple- 
ments and hardware, with resultant 
benefits of reduced costs 


sponsored 


eB. A. Tozzer, sales manager, 
Niles-Bement-Pond Co., spoke to 
New York’s Technical Publicity As- 
sociation about what the sales de- 
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CBS 


} eased ayo 


partment expects from the advertis- 
ing department 

In addition to advertising to 
manufacturing men in plants as well 
as executives who control finances, 
Mr. Tozzer said that ad men should 
ask the sales department who the 
customers are and why they bought 
the product. Advance proofs of ads 
sent to the salesmen are helpful, and 
most important, the advertising de- 
partment can write letters for the 
salesmen to use when a sale totters 
at the crucial point between com- 
pany product and competition. 


® President C. J. Stark, Penton Pub- 
lishing Co., Cleveland, told mem- 
bers of the Engineering Advertisers 
Association, Chicago, that the dis- 
tributive and marketing sides of 
business must now come to the fore 
Markets in the past 25 years have 
been large and growing, and during 
this period when selling was com- 
paratively simple, the role of the 
production executive has been of 
prime importance. Present buying 
is more discriminating and scientific, 
and this has created a growing 
movement in industry for the en- 
thronement of the sales and mer- 
chandising mind 


Set May 15 deadline 
in $1,500 McGraw-Hill contest 


@ NEW yorK .. The McGraw-Hill 
competition for outstanding achieve- 
ment by a chapter of the National 
Industrial Advertisers Association 
will close May 15. 

The competition, sponsored by 
McGraw-Hill Publishing Co., New 
York, includes a first prize of $1,000 
and second prize of $500. Awards will 
be presented at the annual NIAA 
conference opening here June 24. 

Previous first place chapter win- 
ners were: 1950 . . Pittsburgh, for 
staging an industrial advertising ex- 
position; 1949 . . Chicago, for com- 
piling a manual about NIAA chapter 
administration; 1948 . . Rochester, for 
writing a textbook, “Practical Ad- 
vertising Procedure.” 

The annual compeititon is aimed 
at stimulating cooperative study and 
greater interchange of advertising 
methods among NIAA chapters. 


Advertisers hear three musts 
of employe communications 


® PORTLAND . . Three prerequisites of 
successful employe communications 
were listed by C. E. Parker, presi- 
dent, Central Surveys, Shenandoah, 
Ia., at a meeting of the Oregon In- 
dustrial Advertisers 

They were: 

1. Formulation by management of 
company policy in terms understood 
by employes. 

2. Stimulation of employe interest 
in company problems 

3. Willingness of management to 
discuss company and industry prob- 
lems with the public 

He said that industrial employe 
communications weren't as bad as 
might be supposed, because criticism 
was some times exaggerated to stim- 
ulate improvements. 


Carl H. Ruprecht . . 


Underwood Corp., has 


advertising manager 
been named chair 
nan of the arrangements committee for the 
Advertisers Associa 
New York. He 


ttional = Incustrial 
ion Ss annual conference i 


succeeded Norton Jackson, advertising 


manager ndustries, who resigned be 


>ause of pressure of business cx 


Forrest Webster . . 


sultant and past president 


Detroit marketing con 
of the National 
Industrial Advertisers Association, was the 
first member to register for the 29th annual 
nfierence in New York next June 





Product news and information is 


more vital now than ever! 


CONVERTING 
TO WAR Urgently checking lt) for 


PRODUCTION up-to-the-minute information on 
EQUIPMENT 

PARTS 

MATERIALS 








ae Urgently searching lt) for 
PRODUCTION new and substitute sources of 
EQUIPMENT 
PARTS 
MATERIALS 

















a? ae BOTH need product information now more than ever! 


BOTH depend on Industrial Equipment News as 
industry’s original and most complete service special- 
izing on product information. 


Details? Ask for “The IEN Plan” 


BRANCH OFFICES—BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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Tosell more products or services — Use the BUSINESS 
PRESS! You can't miss reaching the right readers, in the 
right places, in a friendly frame of mind. 


To get near-perfect results from concentrated cus- 
tomers — Choose CONTROLLED CIRCULATION! You 
come closest to complete coverage with distribution to 
only those readers with identical trade, technical, scien- 


tific or professional interests. 


To earn bigger dividends for your advertising — Use 
NBP MAGAZINES! You receive extra values that are veri- 
fied by 93 top-quality publications; you acquire unequaled 
market analysis and reader research; you obtain editorial 
excellence with a practical purpose. 

YOUR ADVERTISING will make strikes to spare, if 
you choose and use all three — The Business Press, Con- 
trolled Circulation, NBP. 


NATIONAL BUSINESS PUBLICATIONS 


TN CO 8 FP CO 8 A. YT. E @ 
NB P. r1eT ee w Fe VS 249 N. WwW 


WASHINGTON 5. ODO c 
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let 


in T-O-P 


readership for your new catalog 


THE HEINN COMPANY 


326 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


pro- 


Reprints of editorial fectures are 
* Send for available offered here os a special service 
to IM readers. Please send number 
S and nome of article with exact 
! eC Tl ] ) Ss amount in coin, stamps or check to 
The Editor, Industrial Marketing, 

200 E. Illinois St., Chicago. 
Sorry, but we cannot handle 
credit orders under $!. We'll be 
happy to dill you for larger sums. 


having 
> many 


profitable 
covers 


us a copy 


, 


classics”, 
and 


are 


of Industrial Marketing 


feature articles 


covers 





us show how yo 


A guide to better publicity ‘ = 
by members of the Industri 1 Publicity Association, New York. 75c 
What industrial acpestine ‘< - to do in 1951 
by Bob Aitchison, Jan., 1951. 15c 
Four ways for an Seale quency to make a profit 
by Ira Rubel, Nov., 1950. 15c 
How industry buys 
by John H. Platten, Oct., 1950. 15c 
Business paper volume for 1949 spee 
by A. R. Venezian, Aug., 1950. 15c 
Ten ways for salesmen to woo the purchasing agent 
by J. E. Coleman, Aug., 1950. 10c 
How a product handbook can prove your ad results 
by Robert D. Towne, July, 1950. 10c 
How business papers can meet their new competition 
by William A. Marsteller, April, 1950. 15c 
Decentralize your sales force for more effectiveness 
by Glen H oo May, 1950 
Or izi nd gi industrial market research 
a Bay E. Estes, Jr., May, 1950. 10c 
readership surveys go wrong ... and how to right them 
my obert B uchars, May, 1950. 15c 
Business paper space placed by advertising agencies: 1949 
April, 1950. 10c 
Publicity can bring sales if Pinpoint your target 
by Harry W. Smith, Jr., Fe 1950. 10c 
A bigger audience calls for better annual reports 
by Richard H. Bailey, Jan., 1950. 10c 
Selling to engineers? educate them, but .. . 
by Huxley Madeheim, Oct., 1949. 15c 
Advertising doesn't pay unless you have a job for it 
by Julian Boone, Oct., 1949. 15c 
How to use Loy vd in industrial advertising 
by L. Leonard . Sept., 1949. 10c 
22 things 3 aauh know about industrial buyers 
July, 1949 
R175 How to measure results of industrial (Gouramis 
by William A. Marsteller, May, 1949. 
R173. Guideposts for forecasting 
by Frank D. Newbury, Aug.-Jan., 1948-49. $1 
R170 16 ways to sell to engineering departments 
by J. T. Bennett, Apr., 1949. 10c 
R168 How to make external — Ay 
by Harrison M. Terrell, Oct.-Dec., 49 Soc 
Ri67 How to plan and up D vem chow exhibit 
by Karl F. Kircho ~4 Jan., 
R166 oy the line open between aides and employe 
obert Newcomb & Marg Sammons, May-Sept., 1948 
R161 4 went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 10c 
R160 5 demonstrator improves salesmen’s closing ratio 
by H. W. Bluethe, Oct., 1948. 10c 
R158 Researching the new product 
by William J. Stokes, June, Aug., 1948. 15c 
Ris wee newspaper advertising to spot industrial buyers 
by Wilhelm Ferdinand, Aug., 1948. 10c 
R151 When your customers order spare parts 
by Raymond H. Jacobs, June, 1948. 10c 
Ri45 How can I find what type to use? 
by A. Raymond Hopper, Apr., 1948. 10c 
Ri44 Techniques that will make your copy pull 
Copy Chasers, Apr., 1948. 25c 
Rl41 Market research combats high distribution costs 
by Richard D. Crisp, Feb., 1948. 10c 
R140 How to avoid 8 common mistakes in hiring salesmen 
by Burton Bigelow, Nov., 1947. 10c 
R139 a my in the buyer's market 
y L. Rohe Walter, Feb.. 1948. 10c 
R133 dh effectiveness of repeated advertisements 
Sept.-Nov., 1947. 75c 
12-page reprint summary of Repeat Ad Study, made under guidance of a 
special steering committee of industrial advertisers, agencies and pub- 
lishers. Single copies 75c; 10 or more, 50c each; 25 or more, 25c each 
The ics of i jal advertising 
by Jesse H. Neal, Sept., 1947. 10c 
The orchestration of type 
by A. Raymond Hopper, Mar., 1947. 15c 
fouey eae relationship 
by C Gischel, July, 1946. 10c 


IGINATORS OF THE Loose-leal SYSTEM OF CATALOGING 


Heinn Prot 





50c 
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COMING AGAIN 712 PAGES Electronic Facts Fast! 


A service book like this takes year- 
September 1951 : round work compiling, by experts. 
(Closing May 3!) 


Lists 19,049 


Engineers 


Directory to 
2500 Firms 


Indexes 75 
Engineering 


Product Classes 


Goes to Every Frank MacAloon, ex-navy radio man 
. and his 5000 card basic list Wheeldex. 
IRE Engineer. 


Distributors 
Edition 1500 


Total 
21,000 Copies 


A 3-Way 
service to 
Radio 


Engineers 


— Lists Men, 
a An assistant to Mr. MacAloon checks 
Firms and questionnaires and interview reports 
Products of to a subsidiary Wheeldex list 


Radio-Electronics 


Size 81/." x 11” 
Print Page 7” x 10” 


All advertising faces |istings 
except spreads and catalogs 


Complete Catalog Section 
Manufacturers have created in the IRE DIRECTORY 


a most useful section! In 1950, twenty-four firms placed 

124 pages of “Complete Catalog Daia” in the form of 

spreads and catalog inserts in this book. Altogether, 212 

firms placed advertising in the directory, providing IRE 

members with a well organized and permanently ac ee Se 
cessible file of product illustrations, specifications and to IBM cards for 


“where-to-buy” information of the utmost practical value. speedy sorts and 
where rt information he utmost pra value prints For Detailed 


Reference Data 
THE MARKET 
DATA BOOK 


Business 


THE INSTITUTE OF RADIO ENGINEERS Publications 


dition 


@ Rates for disp! iy advertising and for catalog inserts are 
economical. Write “Advertising Department” for details 


Established 1913 
®. » A Balanced Promotion Package 
"TO SELL THE PP @ = “Proceedings of the LR.E.” The IRE Directory 
The Radio Engineering Show 
RADIO 303 WEST 42nd STREET, NEW YORK 18, N. Y. 


INDUSTRY , Circle 63026 
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BUSINESS PAPER | 


You can win nation-wide recognition for the 


editorial job you did in 1950! 


Enter the 13th Annual Business Paper Editorial Achievement 


Competition sponsored by 





It’s easy to enter because the competition covers 
material published last year. You've already 
done the big part of the job. All you need do 
now, is to organize and enter material which 


you have already published. 


This is your chance to dramatize the impor- 
tance of high quality editorial content to both 
advertisers and agencies. 

You can enter your best editorial material in 


any or all of these five classifications! 


1. For the best series of related articles on one 
theme. The articles must appear in two or more 


issues. 


2. For the best single article or editorial serving 
the publication’s field. The judges will consider 
either technical or general articles, editorials, 
news, and presentation of technical or product 


information. 


3. For the best single issue, special issue or 


annual issue devoted principally to a single 
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subject or a central theme. Independent direc- 


tories are not eligible. 


4. For the best graphic presentation appropriate 
to the publication’s function. Individual fea- 
tures or complete issues will be judged on 
design, format, typography, or treatment of 


illustrative drawings or photographs. 


5. For the best original publication, market or 
technical research published in a regular issue. 
Research must be initiated by and financed by 
the publication. 


Your entry will be judged in competition with 


other publications in your own field. 


Important Notice: 


. Physical size of the entries must not exceed 18” x 24”. 


. When you wish to submit any one entry in more than 
one classification, you must send duplicate copies. 


. Use a separate blank for each entry. 





Ten of thirteen first place winners in the 1949 @ Fifteen first award bronze plaques and 30 certificates of 

ain teste en 4 ~ ed merit are offered in three broad fields of business paper serv- 

ee ar Se ice: Group A. industrial, Group B. merchandising, trade and 
export, Group C. class, institutional and professional. 


® Winning entries will be named by three panels of judges, 
carefully selected for their knowledge of the field served by 


each group of business papers. 
FOR: Edi forvatl 


ACHICVEMENT 
Sse @ Editors and publishers may enter their best work from 


issues dated January, 1950 through December, 1950. The 
competition is open to editors of all business papers (not house 
organs or company publications) published in the United | 
States or Canada. Foreign publications or foreign language 7 
publications are not eligible. All entries must be postmarked 7 
not later than Tuesday, May 1, 1951. 


To: Bob Aitchison, editor 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill 


Please send us . . . entry blanks (one for each entry) for the 13th Annual Busi- 
ness Paper Editorial Achievement Competition. Our publication should be 
classified in the following group: 


First place awards will be made [) A. Industrial 
at the National Industrial Adver- 
tisers Association Conference June 
24 - 27, 1951, at New York. 0 C. Class, Institutional, Professional 


s Editor .... 


Use this coupon : Publication .... 
to order 


[) B. Merchandising, Trade and Export 
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to the 
Pacific Northwest 
Construction Market 


Tue Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulation 

Six days a week, the Daily 
Journal of Commerce furnishes 
vital information to construc- 
tion and business men through- 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news-wise 
and reader-wise, with more 
than eleven readers per copy 

Consult your advertising 
agency or write for sample 
copy and rate card. 








Daily Journal of Commerce 


711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


WORKING 0 PA LAL. 


facts 


about the MARKET 
of the $12 Billion 
TELEPHONE INDUSTRY 








arms — Coble reel corriers — Cords — Drills 
— First cid equipment — Insulaters — Metor 
Trecks — Poles — Pole line hordwere — 





elephones 
Toots — Truck bodies, 
ef other items used in tele- 
phone offices and pionts 


see HOW THIS HUGE MARKET 
CAN BE ECONOMICALLY DEVELOPED 


Just off the press . . . and its 
FREE. Write for a copy today. 


TELEPHONE ENGINEER 
Publishing Corporation 


Phone ROgers Pork 4-3040 
7720 Sheridan Roed — Chicago 24, Iilincls 
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For military strength 
For a healthy economy 


ee pe tetee * Aerts ee ee tee 
ham Gh Om enemies Be mer! oe peters 


charted increase 


Copy Chasers 


page 





down. Bethlehem Steel reports 
“Million Tons More Steel.” Reynolds 
Metals charts the increase in its pro- 
duction. Ryerson says: “In Times of 
Stress, America Is Fortunate in Its 
Whse Steel Service.” 

A few teli of their accomplish- 
ments in war goods. George Gorton 
Machine Co. describes making ba- 
zookas on its equipment. Timken 
tells how a special steel was made 
up for a 77 mm. gun. Landis Ma- 
chine, against a two-page back- 
ground of war news clippings, lists 





© CuTe Costs 


GoRTON @ 
weet ets tl 


on Machine . . war 


how its machines were used last war. 

Aluminum Goods Mfg. Co. repro- 
duces a telegram addressed to “All 
Defense Industries” 


Lyon Metal Products offers “sheet 
metal facilities for defense con- 


tracts.” 


U. S. Steel offers: “What YOU 
Can Do to Make the Supply of 
Stainless Steel Go Further”: 


plier the exact 


IN QUALITY 
STEEL EQUIPMENT 


for Yours for DEFENSE 
NORMAL NEEDS SUB-CONTRACTS 


ATOe SETAL PRROEETS. (\eCoeronate® 


Lyon Metal offers facilities 














All Other 7,612 


CONOVER-MAST PURCHASING DIRECT 
Total Cirdulatien 24,805 


THOMAS’ REGISTER 
Total Circulation 19)\792 


All Other 8,494 


MACRAE'S BLUE BDOK 
Total Circulation 18,166 


which is Your best buy 


In selling to industry, it’s CoNOovER-MastT PurR- 
CHASING DrREcToRY. By concentrating on in- 
dustry’s needs (does not carry any non-industry 
advertising or listings), it has become the exclu- 
sive or the preferred buying guide of a great and 
growing number of industrial buying executives. 
The following are typical of the experiences of 
thousands of industrial executives who have avail- 
able to them practically all directories and other 
information sources: 


*Data source: MacRae’ a Blue Book and Conover-Mast Purchasing Directory 
. and ABC for Thomas’ Register 


Machinery Manufacturer. “ we 
use this directory more than any 
other reference work of this type 
Its compactness and accuracy 
make it an extremely useful tool in 
our department." 
Signed— Purchasing Agent 
Rubber Products Manufacturer 
“I find this particular directory 
very helpful in that it is compact 
and still contains a very good rep- 
resentative listing of the manufac- 
turers of machinery and equipment 
that we are interested in from time 
to time in our engineering depart- 
ment.” Signed —Chief Engineer 
Construction Equipment Manu- 
facturer. “I am very fond of this 
directory pS bw & in view of 
the fact that it does not require a 
‘crane’ to lift it from one desk to 
another.” 


Signed Asst. Purchasing Agent 


Bridge Builder. “We use this di- 
rectory a great deal in our buying 
and find it a valuable and com- 
plete source of information." 

Signed 
Supervisor of Order Department 

Mechanical Equipment Manu- 
facturer. “We use the directory 
quite frequently and place it at the 
top of our list as the most useful 
purchasing reference.” 

Signed— Purchasing Agent 

Power Plant Equipment Manu- 
facturer. “‘We are regular users of 
your purchasing directory, in fact 
we use it in preference to the other 
directories we have on account of 
the ease with which we can find 

the required information 
Signed— Plant Supt 


Direct quotations from signed company letters on file in our New York office. 
It will pay you to be represented in the Conover-Mast Purchasing Direc- 
tory by adequate space to illustrate and describe the uses of your product. 


Issued Semi-annually 


Chicago |!, 1i., 737 North Michigan Ave. 
New York 17, N. Y., 205 East 42nd St. 
Cleveland 14, Ohio, 435 Leader Bids. 

Los Angeles 36, Calif., 5478 Wilshire Bive 
Philadeiphia, Pa, 333 Kent Rd., Bala-Cynwyd 
Birmingham, Mich., 1236 Bates St. .. 
Taunton, Mass., 9 Earl St. 

Westport, Conn., Bay St. 

Packanack Lake, N. J., 114 Beechwood Drive 


Whitehall 4-6612 
Murray Hill 9-3250 
Cherry |-7788 
Whitney 8055 

Cynwyd 497! 
Birminghan 2844M 
Taunton 2-1987 
Westpert 2-3106 
Mountain View 8-0255 
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whats your definition 


leadership is resourcefulness. 
Leadership is vision, courage, enterprise, ex- 
perience . . . a golden book of solid virtues. 
But most of all, leadership is men. 


the men on the following page, for in- 
stance. Each is the driving force behind a 
great industrial leader . . . the producer of 
critical metals and materials, the supplier of 
vital parts and chemicals, the builder of 
machines. 


Did America ever have such a crying need 
for men like these? 


men make magazines, too. Sure, pa- 
per and ink, presses and binding machines, 
trucks and trains all play their part . . . but 
the guts of a magazine's value (and we're 
talking particularly about a business maga- 
zine) is the men behind it. 

Maybe The Iron Ace hasn't the biggest edi- 
torial and service crew in magazine publish- 
ing. What would sheer size prove? But here 
is what we can claim... 


this publication is the product of a 
young, enthusiastic staff. A thoroughly 
trained and industry-experienced group of 
men, on the job full time for The Iron Ace. 
Here is an automotive man in Detroit ...a 
steel specialist in Pittsburgh a West 


abroad . . . all funneling metalworking news 
and technical data into an alert 11-man 
New York headquarters team. 


This is a fighting outfit of news reporters, 
technical experts, rewrite men, research 
hounds . . . yes, and space representatives, 
too, who know the metalworking market 
from blast furnace to cotter pin. This is a 
group of eager beavers, up to their ears in 
metalworking and loving every precious 
minute of it. 


these are the men who get The Iron 
AGE into readers’ hands fast . . . make it easy 
to read . . . pack it with more ounces to the 
pound of timely, useful, practical informa- 
tion...and protect its reliability at ail times. 
These are the men who make The Iron AcE 
the leader among metalworking magazines. 


The IRON AGE, recognized leader... 
Ist... IN PLANT COVERAGE 
Ist... 1N WEEKLY CIRCULATION 
Ist...IN ADVERTISING VOLUME 
Ist... IN MARKET SURVEYS 
Ist... IN MARKET COVERAGE 


Coast staff . .. men in Chicago, Cleveland, 
Washington . correspondents here and 


w 
measure all Metal Magazines... and you'll make cellronAlge 


100 E. 42ND ST., NEW YORK 17, N. Y. 


your lst Choice, too! THE ONLY ABC METALWORKING WEEKLY 


A CHILTON PUBLICATION, 
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MILTON P. HIGGINS, Pres. 
The Norton Company 
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—and so to 
BEDding— 


To Make a $339,000,000 Market 
Dream Come True! 


Here's an unique market that's 
covered by a single book—BED 
DING. A comparatively small num. 
ber of plants do 90% of this huge 
business of $339,000,000 per year 
all reached by this sole publication. 
Amazing, too, is its low cost. You 
can use pages for only 3'4¢ per 
subscriber (12-time rate). 
Se a dream (market) may really 
come true. 
NOW!! Schedule od- 
vertising ond/or cate- 
“a spece in the 1951- 
1952 BEDDING BUYERS’ 
GUIDE & CATALOG 


Published June 15th. 
date, May Ist. 


Merchandise Mart, Chicago 54 








ee Fk RR | Cle A RA, eS 
Ee ES ae 
Business 
Paper 
Editors! 





Win nation-wide 
recognition for 
the editorial job 
you did in 1950! 


Industrial 
Marketing 
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What YOU can do - 
to make the supply ___ 
of Stainless Steel ~~ 


do further 
a 


U-S-S STAINLESS STEEL 


= delivasion 6 
ip deliveries t 


Here the best of the new “war” 


ads 


% Royal Metal Mfg. Co., Chicago, 
addresses its dealers on the subject 
of its delivery situation, softening 
the bad news with a gag. “If 90 Days 
Hath September, April, June and 
November Royal Could Give 
You ‘One-Month’ Delivery . . May- 
be!” 

Here’s the rest of the copy: 


n't 


mal peacetime pr 


wi \we can? budge the calender ~ 


URING COM 


onditions 


Explanation. Invitation to wait. 
Go-ahead to buy elsewhere. Plus the 
strong implication throughout that 
Royal is naturally the line in most 
demand. Good work, CHESTER KUTT- 
NER, KUTTNER & KUTTNER, Chicago, 
and A. E. SIGEL, at Royal Metal 


% Look at the subheads Sundstrand 
Machine Tool Co. put into its spread 
on a new automatic lathe 


There’s a paragraph of solid facts 
under each subhead. Four photos. A 
table of specification data. That's 





HORTAGES 
AHEAD 


When new sources are needed fast, directory 
advertisers receive preferential attention. And 
MacRAE'S BLUE BOOK is preferred—at 
most industrial purchasing points—for its 
accuracy, completeness and accessibility. 


© @e@08h8ttC8 CO 


o 
. 
a 


© 
oO 
© 
© 
© 
ce) 
© 
Cc 
& 


MacRAE’S 
39 UR ee Tele) 4 


18 E. Huron St. 


CHICAGO 11, ILLINOIS 
ALL in ONE BOOK 
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Heads Woodworking Firm 


Thomas B. Malarkey has been elected 
president of M. and M. Woodworking 
Company, Portland, manufacturers of 
wood products. Mr Malarkey and 268, 
873 other men of action throughout 
American business read The Wall Street 
Journal daily 





Advertisement) 





OVER 

3,000 
Purchasing and management ex- 
ecutives — who directly control 
or influence purchases of metals, 
equipment, and machinery — are 
regularly reading, 5 days each 


week, over 
Paid Subscriber Copies 
Subscription rate $20 a yeor 


American Metal Market 


Since 1899 the Daily Newspaper 
of the Steel and Metal Industries 


18 Cliff St.. New York 38, N. Y. 
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Why You'll Get Better Production 
With These New 
Automatic Lathes 


Tee 0 Gat « Wider feed Benge 


Tee 0 Get Greater Horsepower Yoo li Get Groerer Corioge 


Good work, JOHN M. 
KJELLSTROM, ad manager, Sundstrand, 
and GeorGce r. Hott, George R. Holt 


information 


ad agency, Milwaukee 


*% And Henry Disston & Sons Inc. 
announces “A New Waste Preven- 
tion Plan” of educatior and promo- 
tion to all industry. It .ncludes: 


DISSTON 
ANNOUNCES 








Tea W Get Grick 
Cre Change Over 


Toe l Ger Metemet: Be Cletching 
Too Wf Get « Wider iperd Benge 


Toe ¥ Ger Serew feed te treet 
Carriage 


Tow Get deremat Lebaron 
foe |) Get Hardened and Oroved 
Steel Carriage Ways 


4 Bodele Cover OF Reape of Dre Ti 





SUNDSTRAND 


MACHINE TOOL CO 


TA Rie wena te 


FRE anerriemal 
ala 


— as s 


ee 
mn ee ee er ROCKFORD 


Nimo. wae 


WASTE 


That’s good service and good 
advertising. Good work, Copywriter 
JOSEPH G. MASON, Geare-Marston, 
Inc., Philadelphia. 


* Bethlehem Steel Co.’s “Tool Steel 
Topics” reports news under the fol- 
lowing headings: 


Stainless 


Use Thermoc 








. FOR hai cseaat iin, 


T. L’s combination of big paid circulation 
plus Directed Distribution is most effective method 
of completely covering textile buying power 


TEXTILE INDUSTRIES circulation produces more rifle-shot coverage of those few inaccessible but 
business for advertisers because it is scientific- very influential operating officials and depart- 
ally balanced in three ways—geographically, ment heads who are missed by even the best 
by industry divisions, and by plants in accord- of paid circulations. 

ance with the buying power of each. This plan makes sense. Because it does, T.I. 

The T.I. plan is based on a continuing check produces substantial results for advertisers. 
which keeps us informed on who—and where Try it—you'll see. 

—are the industry's worthwhile buying 
influences. 

Circulation effort beamed along this line has 
built for T.I. a net paid among production and MILLIONS OF DOLLARS IN 
management men which is the largest domestic U. S. GOVERNMENT DEFENSE ORDERS 
mill circulation of ANY textile publication. SS Ee SOWETE 

T.1. supplements this big net paid with comp ts encbiling sollte 49 teebaian 


. . . . ° expenditures on their plant mod- 
Directed Distribution. Advertisers thus get ernlsation programe. Greater then 
ever is the d d for i 


methods and supplies that step-up 


production efficiency. 
1. . LEADS i cincucation wuere 
MILL PURCHASES ARE GREATEST 


Wherever you find mill activity, there in 
direct proportion do you find mill purchas- 
ing. Plants of New England and of the 
South, operating 94% of the country’s 
spindles and 86% of the looms, account for 
the vast bulk of all U. S. textile purchases. 
In this great buying market T. I. has more 
readers than any other textile journal. 

















Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ge. 


March 





wulgues ge Kimberly-Clark i 


oro COATED PRINTING PAPERS —— 


eA ta |°9 000 Sreotmiess Speees trom 
Striking Dies of IX Cordes 





Distributed by vONTANA 


weat Falls 
ALABAMA . P Aissoule 
8. hom ecece loan Paper Compony 
ewe Serves ee Bory ARIZONA NEBRASKA “ 
f ‘ Bloke Moire & T a Corpenter P 
rh . Zelierboch Paper Compar = , ape 
816 O1F OF 4-HS ? Bloke Moftt& Towee MEVADA 
MAKES CAR PARTS ARKANSAS Re ’ Moffitt & ° 
ie Rock Artansas Paper Re Zellerboch Paper Company 
CALIFORNIA NEW JERSEY 
Zellerboch P _ Newort J. E. Linde Paper Company 
Zetlerbach por NEW MEXICO 
16 Albuquerque 


Carpenter Paper Company 


NEW YORK 
Albany 


Bethichem @ toot sree 


, CONNECTICUT 
1k 


That's information. Good work, DELAWARE 


ROLAND B. HALL, Bethlehem Steel Co., pistmict oF COLUMBIA 
arton, Duer & Koch Paper 
Bethelem, Pa wom re 


FLORIDA 
In those ads you'll notice no ob- 


4 ' ' Panes _ phoma Cit orpenter Paper 
session with the war itself . . or with Q Tayloe Paper Company of C 
anniversaries or with girls ight Brothers Paper Compo Zelierbach Paper C 
They're strictly business Miente , ting Zeilerbach 7 

But the best contrast between the 
good and the bad is found in suc- 
cessive pages in Heating, Piping and 
Air Conditioning. Page 203 carries 
a page by Fitzgibbon Boiler Co 


Crescent Paper C 
which, under the ancient aphorism : 
Carpenter Pape 
There Is No Substitute for Experi- « City Carpenter Paper 
” 7 »O% mn ’ Md 
ence”, celebrates its 64th birthday oo en . Tayloe Paper 
hit Western N paper U A bond-Senders Pape: 
by illustrating the various models of ———— 
Fitzgibbon Boilers over the years i e The Chatfield Paper 
and reporting that ee em 
The D and W Pape 


Lovisiane Paper C 
Carter, Rice & Company C box Carpenter Pape 
MARVLAND n Aa arpenter Paper Cc 
Baltimore Paper Company 
MASSACHUSETTS 7 i Zollerbach Paper C 
Carter, Rice & Company C 
Bulkley, Dunton & 


wthorne Paper Co 
Chories A. Esty Paper me Cauthorne Paper Company 


% On pages 204 and 205 is a spread 
by Dravo Corp. which tells how -, ..Seomen-Patrick Paper a ee 
“Dravo Heaters Conserve Steel 

As Well As Money Fuel and 

Man Hours.” The chart shows how 

much metal is saved by Dravo heat- 

ers compared with other heating 

systems The rest of the copy tells 
other reasons why Dravo heaters are 


a good buy. 





Boost-of-the-Month..then, to KIMBERLY-CLARK CORPORATION + NEENAH, WISCONSIN 


Vice-president c. mM. Morety, Ketch- 250 Pork Avenve, NEW YORK 17 © South Michigan Avenve, CHICAGO 3 


um, MacLeod & Grove, Pittsburgh, 155 Sansome Street, SAN FRANCISCO 4 22 Mariette Street, N. W., ATLANTA 3 





In Kimberly-Clark paper-making... 


79 Quality Checks Mean 
Finer Printing for You 





BALSAM AND SPRUCE LOGS—READY FOR THEIR DRAMATIC TRANSFORMATION 
INTO QUALITY-CONTROLLED KIMBERLY-CLARK PAPER! 


Now you can make every impression 
a far better impression without an 
increase in 
Kimberly-Clark, the industry's most 


complete quality control system as- 


printing cost! For at 


sures premium quality press perform 
ance and reproduction—at the cost 
of ordinary paper! 

You'll see new whiteness and bright- 
ness, feel new smoothness, in all four 


Kimberly-Clark papers. In make 


ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 
runs, Advertising pieces, magazines 


look to Kimberly- 
Clark for printability at its bes¢ 


or he suse Organs 


Cooked to a pulp! Wood chips, cooked 10 hours 
in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient are rugged LongLac 
sulphate fibers to provide a new, smoother print- 
ing surface, greater folding endurance, brilliant 
new whiteness that lasts. 


Hot off the machine! Precision-coated paper 
winds off paper machines turning out 500 tons a 
day. Only the highest grade white “face-powder” 
clays are used in the coating process; and with 
the new formula, Kimberly-Clark provides even 
more uniform ink reception, brighter, sharper 
reproduction than ever before. 


An ounce of prevention! Gloss meters measure 
surface contour and gloss of each lot of paper. 
There are many other checks, too—79 in all— 
constituting the industry's most extensive qual- 
ity control system. That's how it's known each 
Kimberly-Clark paper gives the press perform 
ance and reproduction of a higher-priced sheet 





Before choosing any printing paper — Look at Kimberly-Clark coated papers 


New HIFECT* Enamel with sulphate 
cooked fibers added. Permanence, foldabil 
ity, dimensional stability make Hifect ideal 


for covers or any fine letterpress printing 


New L ITHOFECT™ For offset printing 
Provides a moisture-and-pick-resistant 
coating. Offers outstanding foldability. Ren- 


ders colors without loss of density. 


New TRUFECT* Whiter. smoother, folds 
even better than before. Trufect, for letter 
press, offers faster ink setting time, greater 


press dependability, finer reproduction 


New MULTIFECT* An economy sheet 
Now Multifect has 


added strength, better foldability, greater 


for volume printing. 


initormity ream-on-ream than ever before 





KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN 
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REFRIGERATING 
ENGINEERING... 


THE ICEMAN 
COMETH? 


Personifying the $3,000,000, 
000 refrigerating and air con 
ditioning industry, the “ice 
man” may bring you a nice 
cool chunk of business if you 
can supply raw materials or 
components to these Original 
Equipment Manufacturers. 

Are vou selling in this vast 


market? 


Let ws “show you how”. 


WRITE FOR DETAILS! 





Brewing Industry 


nearly 


Everybody Reads 


The fastest growing 
publication with the 


largest ABC circulation 


THE BREWERS DIGEST 


CHICAGO 6—747 W. JACKSON BLYD 


NEW YORK 18-—45 WEST 45TH ST., JUdson 6-0916 





DRAVO HEATERS. .. “CONSERVE STEEL” 
| 


account executive for Dravo, who 
wrote the ad .. to T. M. FALLON, adver- 
tising manager of Dravo’s Heater 
division, who collected data, and 
w. H. cotuins, Dravo’s director of 


advertising 


Meil to Answer. . 

Eugene J. McGlynn: Next month 

E. T. Jones: Will do. 

Alport & O’Rourke: Splendid. But 
what about those little letters on the 
drawing? 

Jim Parker: Thanks for the clips 

which we used 

C. M. Scott 
cial interest” to the “tens of thou- 


In attributing a “spe- 


sands of public utilities presidents” 
thinks read 
their “Antiques” ad, we meant to 
point out that the ad is a “plug” for 
the utilities, rather than a direct 
pitch to them. The ad, 
words, was selling for them, not at 


who Allis-Chalmers 


in other 


them. True, such fellows buy more 
A-C equipment than the people do, 
but if the ad was intended for them, 
it wouldn't represent the best way 
we could think of to address utility 
presidents at lowest cost. 

Further: the high rating in Busi- 
ness Week (as per the ARF study) 
has to be adjusted for cost. It did 
get the second highest readership 
for a black-and-white ad on an ab- 
solute basis, but it cost twice as much 
as the black-and-white single pages, 
many of which scored higher than 
half the Allis-Chalmers score 12 





RS 1ORTTIOR FR Ame Bere 
rma (aemte weeny! Accert 


compere 
(URS) STE PER | ne cee 61 e OOTRYT 
oo ORLWES, TRAPS on FITTS 





DR Avo rete 


teceen ty 


tee Ca nemo ~ 


WRiTE TODAY 
FOR BULLETIN 
Mi 523—8071 


of them, in fact. There was one 
single page ad that did exactly as 
well as Allis-Chalmers’ two-page 


ad, and one did even better! 


The Copy Chasers 





Copy Chasers’ principles 

The Copy Chasers base their 
criticisms on the basic principles 
which they use in their own work: 


® A sound sales idea true to the 
product, penetrating, rememberable. 
® An intriguing headline 
tricky . . logical to the sales idea and 
promising enough to make reading 
worthwhile 


not just 


® Skillful copy, free from generali- 
ties, free from advertising bromides, 
and free from unbacked-up claims 


of superiority readable, human. 


® Copy expressing the product's 
qualities in terms of benefits to the 
purchaser but nothing exag- 
gerated, nothing boastful, nothing 
would be 


good 


the salesman, himself, 
ashamed to say. If necessary 


solid “reason-why.” 





American Lumberman 





shout CHEMICAL ENGINEERING 


TOP CHEMICAL PROCESS PUBLICATION... 
FOR ADVERTISING MATERIALS OF CONSTRUCTION 





“ CORROSION IS A MAJOR PROBLEM INTHE CWEMIGAL PROCESS. 
inouSTRIES,”“SAYS HOWARD FARKAS. vice-president, 


ARE CO., “BUT REACHING THE MEN WHO BUY 
\\ MATERIALS OF CONSTRUCTION TO LICK THIS PROBLEM IS EASY WE'VE 
NB) BEEN DOING IT SUCCESSFULLY SINCE 1908..THROUGH CHEMICAL 
NW) ENGINEERING. in Fact, we've C.E.°s OLDEST MATERIALS-OF- 
. CONSTRUCTION ADVERTISER. ” 








AGAIN ‘HIGH SCORER 
IN “50... 


MATERIALS -OF- 
CONSTRUCTION _-——~ 
ADVERTISING / / 


\ 4 BEST SELLER! 2 
WITH REQUESTS IN 
THE THOUSANDS, CE.'S 
fin 7 MATEBULS OF 
PORT 
BE Beri THAN 
EVER. A BIENNIAL 
FEATURE, IT’S TOPS 
WITH CPZ. BUYERS 
AND SPECIFIERS. 





Sago ny ES ) 
oss Ps P5t z ous 


OES WORE” \ v3 <5 Y L\ 
THAN US. FIRE 





LOSSES. WITH Py aa 
CPI. aes 
> UIT, IT'S THE 
INQUIRIES IN 3 —=¢ MAJOR wanes (ate ON 
MONTHS FROM CE. FOR CORROSION: 
RESISTANT 
READERS ON ATERIALS 
MATERIALS OF , M 
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A McGraw-Hill Publication © 330 West 42nd. Street, New York 18, N. Y. 
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What Are You Doing to 
Keep Abreast with Them? 


Under the government's dual war-peace economy pro- 
gram, markets are changing rapidly. Critical materials 
will be replaced by substitutes. “War baby” industries 
will have thousands of sub-contracts to let. Some fields 
considered not so essential will be faced wih greater re- 


tooling problems to keep in production. 


if your markets are on the march, it is most imperative 
that you increase your knowledge of the many potential 


outlets for your producion. 


The 1951 MARKET DATA BOOK won't give you all the 
answers, but it does avail you of basic data which will 
give you a better understanding of 85 industrial and 
trade markets, plus information on publications in each 
field which can assist you in re-aligning your advertising- 
sales strategy most effectively. 





Look for this Emblem 

. in the advertisement of a business publication . it means thot 
the publication has filed, in the INDUSTRIAL MARKET DATA BOOK 
Number, detailed facts regarding its editorial services, circulation 
influence, market studies, etc., and this will be found adjocent to 
data on the market served 


us | 


INDUSTRIAL MARKETING S 


Maret DATA 
Book NUMBER 








For Detailed Information 


Abernethy Publ. Co., Inc 

Advertising / 

Aeronautical Engineering Catalog 

Aeronautical Engineering Review 

America Clinica 

American Artisan : 

American Automobile (Overseas 
Edition) ea , 

American Builder 

American Ceramic Society, The : 

American Ceramic Society Bulletin 

American City, The 

American Exporter 

American Exporter—Iindustrial 

American Institute of Electrical 
Engineers . 

American Lumberman & Building 
Products Merchandiser 

American Metal Market 

American Restaurant Magazine es 

American Society of Civil Engineers 

American Society of Mechanical 
Engineers 31 

American Water Works Association 

Annual Meat Packers Guide . -270 

Applied Hydraulics 

Architectural Record 

A5S.M.E. Mechanical Catalog and 
Directory 316, 361 

Associated Construction Publications.. 215 

Automotive News 71 

Aviation Age (formerly Aviation 
perations) 

Aviation Market Book 


Bacon's Clipping Bureau 

Bedding 

Bottling Industry 

Boxboard Containers (formerly 
Shears) 

Breskin Publishing Corp 

Brewers Digest, The 

Brick & Clay Record 

Building Supply News 

Butane Srenaee News 

Butter, Cheese and Milk Products 
Journal, The 


Caminos y Calles 
Candy Buyers’ Directory 
Candy Industry 
Candy Merchandising 
Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chilton Publications 
Civil Engineering . ‘ 
Coal Age .-Insert Between 152-153 
Commercial Fertilizer 1 
Commercial Refrigeration & Air 

Conditionin 18-19 
Concrete Products 129 
Conover-Mast Publications 

4, 81, 209, 325, Back Cover 

Conover-Mast Purchasing Directory 325 
Construction Bulletin 215 
Construction Digest 215 
Construction Equipment 209 
Construction News Monthly 215 
Constructioneer 211, 215 
Contractors and Engineers Monthly 13, 223 
Cotton o» we 
Cotton Gin and Oj! Mill Press, The 157 


Dairy Industries Catalog 165 





THE 7/ccu 1951 EDITION CONTAINS ... 


1. Here is the latest data in words, 
on sales, production, consumption, number and geo 


rraphical distribution of companies, buying trends 3 


plus a score of other f 


dvertising to the &85 major classifications of trades 


nd industries which are 


classifications. Infor 


indicated, from government agencies, 


tions, publications and other expert sources with the 


result that se\ 


exposed for your evaluation 


> 


2 2,300 business papers, 


é. ver 


on These 


Die Castin 18-19 
Diese! Engines, 181 
Diese! Power i. Diesel Transportation 179 
Diese! Progress bo 
Diese! Publications, Inc. 79 
Dixie Contractor 218 
Dodge Corp., F. W. 
97, 98-99, 139, 177, =, & 
Domestic E ngineering 45 
Domestic Engineering Catalog 
Directory 44-45 


E! Automovil Americano 

El Exportador Americano 

E! Farmaceutico 

E) Hospital 

Electric Light & Power 187 

Electrical Catalogs 8-189 

Electrical Construction & Mainten a 193 

Electricai Engineering 97 
199, 403 

10 


230-231 
224 

230-231 
227 


Electrical Pu blications, Inc 
Electrical South 
Electrical West 195 
Electrical World 185 
Electronics Buyers’ Guide 205 
Engineering & mining Journal 

nsert Between 352-35 
Equipment, Machinery and Accessories 


Exportador Americano 


Factory Management & Maintenance 
Farm Equipment Retailing 

Farm Implement News 

Florists’ Telegraph Delivery News 


Divostery. The 
Foundry, 
Fritz Publications, Inc 
Fuelol! & Oil Heat 
Fueloil & Oi! Heat Buyers’ Guide « 
Industry Directory 


eat 
Publishing Co 
Golfdom 
Gussow Publications, Inc., Don 


Haywood Publ. Co 

Heating and Ventilating 

Heating & Plumbing Equipment News 
Heating, Piping & Air Conditioning 
Heating Publishers, Inc. 7, 61 
Hospital Management 288-289, 347 


Ice Cream Review 165 
Implement & Tractor 243 
industria y Soldadura 18-19 
Industrial Distribution 
nsert Between 296 a7 

Industrial Equipment News 
Industria! Heating 
Industrial Maintenance 
Industrial Marketing 
Industrial Press 
Industrial Publications, Inc 
Industrial Publishing Co § 
Industry & Welding 18-19 
Ingenieria Internacional 

Constreceion 230-231 
Ingenieria Internacional Industria. ._230- 231 
Institute of the Aeronautical Sciences 
Institute of Radio Engineers, The 
Institutions Catalog Directory 
Institutions Magazine 
Instruments 


Third Cov — 
331 


figures and charts 


actors significant in selling and 


mation is compiled, with sources 


eral sides of most market pictures are 


classified according 


Publications See 


broken down into 285 sub . ; 
4. Trade association names and addresses 


trade associa 


to markets served, are 


\pproximately 


5. Market studies especially 


listed with details on rates, 


circulations and mechanical specifications. 


200 leading business magazines 


make available to you through paid space their own 
informative data on markets, coverage and services. 


, classified 


according to markets served, are included to aid you 
in directing inquiries for special information 


prepared by business 


publications are digested and catalogued by markets. 


Copies will be 
IMDB’s Reader Service Department 


the °1951] 


Instruments Publishing Co., Inc., The 329 
Iron Age 364-365 


Jenkins Publications, Inc. 283 
Johnston Export Publishing Co. 224 
Journal of the American Concrete In- 
stitute . 218 
Journal of American Water Works 381 


Journal of Chemical Education || 141 


Keeney Publishing Co. 48-49, 52-53 
King Publications 217, 335 


Ladle 
Leather & Shoes 
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News 


of industrial sales and advertising 


More ads in ‘51, ABP is told 


McGraw answers critics, says 
staff could resign ABP offices 
but not membership 


8 CHICAGO The total value of goods 
and services likely to be sold in 1951 
will exceed $300 billion, Curtis W 
McGraw McGraw-Hill 
Publishing Co., predicted at the an- 


president, 


nual mid-west conference of the As- 
sociated Business Publications 
Speaking on the subject, “What's 
ahead for business papers,” Mr. Mc- 
Graw said that industrial advertising 
volume will experience a healthy in- 
crease, but is not likely to equal the 
1939-1950 period, when a 100 in- 
crease took piace 
Commenting on criticisms which 
have been made to the effect that 
McGraw-Hill has sought to domi- 
nate ABP, Mr. McGraw 
Nothing could be further from the 


asserted 


truth. If it were to become necessary 
t would be a simple matter to re- 
McGraw-Hill members as 
ymmitteemen of ABP 
extreme to 
but Mc- 


resign as a 


move all 
»fficers o1 
I would go to any 
wipe out any such ideas 
Graw-Hill 
member of ABP, for we need it.” 
president, Oil and 


would not 


P. C. Lauinge 
Gas Journal, said that business pa- 
pers have a dangerous public enemy 
in the form of threats to readership 

One of these threats is a notice- 
able decline in the art of reading,” 
he explained. “Many people in the 


business world are slow readers 
Tests conducted at Harvard Univer 

sity show that the reading speed of 
many top executives does not exceed 
the seventh-grade level. The armed 
services are aware of this trend t 


the extent that they are including 


30-year .. 





reading instruction as a part of many 
training programs 

Numerous publications are com- 
peting for the reader's time. In ad- 
dition we are faced with the down- 
right indolence on the part of some 
of those in various industries who 
reading business papers 
but don’t.” 
must take 


should be 
for their own good 

Business publishers 
strong action to hold their maximum 
share of readers by improving for- 
mats, and by conducting continuing 
studies of readership to assist in ef- 
fective editorial planning, Mr. Lau- 
inger concluded 

Publication printing costs may in- 
crease as much as 10% in 1951, al- 
though there will be fewer strikes 
and slow-downs, Borden Putnam, 
partner, J. K. Lasser Co., New York, 
said. He believed that business pa- 
per publishers must increase adver- 


tising rates to meet current and ex- 


Industrial Marketing wins 


award for new cover design 
® CHICAGO INDUSTRIAL MARKETING 
has been awarded a first prize in the 
business paper field for excellence of 
the new cover design in the 24th an- 
nual competition sponsored by the 
Society of Typographic Arts 

The award was one of 13 different 
first prizes in as many different 
classifications. Award winners were 
picked from 532 entries and will be 
included among 132 entries to be 
placed in the society's annual ex- 
hibition of printing design at the Art 
Institute of Chicago, March 17 to 
April 15 

INDUSTRIAL MARKETING’s cover was 
designed by Dan Smith, executive 
art director, Poole Brothers, Chicago 
printer 

First prize for 
business paper ad went to Collins, 
Miller & Hutchings, Chicago photo- 
engraver, for an ad headed, “The 
Vocabulary of Advertising Art, No 
21.” It was designed by Everett Mc- 
Near 


Judges in the competition were 


the best designed 


Howard Guernsey, president, Whit- 
aker-Guernsey Studios; Lee King, 
art director, Weiss & Geller; and 
Willard Grayson Smythe, art direc- 
tor, Consolidated Book Publishers, 
and member of the faculty of the 
Art Institute of Chicago 

Abbott Laboratories, Chicago, won 
first prize for one issue of a company 
publication, “What's New, Christ- 
mas Edition,” designed by DeForest 
Sackett. Other 
cluded books, announcements, sta- 


classifications in- 


tionary, packaging, newspaper ads 
and company Christmas cards 

In awarding first prize to INDUSTRI- 
AL MARKETING, the judges issued a 
printed statement that the “whole 
design exemplified industrial mar- 
keting. We wish more trade journal 
covers had as much character. The 
title in reverse is easy to read and 
beautifully related to the large in- 
itials, IM. The type that lists the con- 
tents, although small, is very legible 
The backbone is fine for filing and 


integrated with the cover design.” 


William A. Roberts . . former 


mer 
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Learn new ways for PF decals to sell your products! Send for 16-page booklet, 
DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 
reproduction, the ease of application. Remember, PF decals are tailormade — special 
decals can be designed for best service on your products. 


art services, consultations and estimates without obligation. 
Address Dept. IM3, 220 West 42 St., N. Y. 18, N.Y. 
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READ BY MECHANICAL ENGINEERS 
THROUGHOUT INDUSTRY 


A publication (month- Tae ~_. 
ly) with readership 
penetration to engi- " 1 cs 
neers who have the |> ¥ " . 
real mechanical re- | I 

sponsibilities NOW 

't reaches monoge 

ment, design, produ 

thon, power and other 

engineering factors in 

industry. !t offers real 

quality circuletion 

currently approsi 

mately 33,000 Net | 

Paid, and broad en- | 

gineer contact which 

cannot be duplicated 

os @ group by any 


other circulation Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


The one reference 
book (annual) which 
insures thot the es 
sential deta on your 
products be readily 
ovoilable in the 
honds of industry's 
most influential eng 
neers. It goes to 15 
000 engaged in man 
agement, planning 
designing, specifico 
tion and production 
work. All ore buyers 
or specifiers of the 
equipment ndustry 
Annual uses 


Rates and information upon request 
Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


29 West 29th Street New York 18. N.Y 





~ “Incidentally, will 
| 


, probably be interested 


+ im knowing that inquiries from 
Chemical Engineering Progress out- 
numbered the next nearest publica- 
tion by almost three to one.” 

With this sentence, MR. A. B. 
ASCH, of the ASCH EQUIPMENT 
COMPANY, states a discovery he 
shares with many executives of 
leading manufacturing companies 
— the fact that CEP gets action 
from a concentrated audience of 
men in responsible charge of pro- 
cess industries activities, who natu- 
rally have an alert buying interest 
in equipment, instrumentation, 
chemicals and raw materials. 


x CEP SELLS 


THE PROCESS INDUSTRIES! 


you 


PAID 
CIRCULATION 


120 East 4ist Street, New York 17 
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More ads in ‘51 





pected cost increases . . if they are to 
margins 


busi- 


ness papers are due for upward ad- 


maintain adequate profit 


Subscription rates for many 
justments, he added 

Frank Thayer, professor of jour- 
nalism, University of Wisconsin, 
urged the business press to make 
more use of the research facilities 
which exist in the nation’s colleges 
and universities 

The morning portions of the con- 
ference were devoted to work-shop 
Charles Hoefer, Jr., 
sales manager, American Lumber- 
man & Building Products Mer- 


chandiser, headed a panel for space 


clinic sessions 


sales and promotion managers and 
salesmen. Participating on this panel, 
which was sponsored by the Chicago 
Dotted Line Club, were William S 
Gaskill, research director, American 
Builder; Gordon Mack, district man- 

Taube- 
Air Con- 


ditioning & Refrigeration News, and 


ager, Coal Age; George F 


neck, editor and publisher 


Robert Marshall, business managet 
Arc hitectural Record 


for the 


whose report 


ABP sales manager's com- 


ttee was read in his absence 


As a result of its studies, the ABP 


Ss promoting standardization of 


Dusiness rate cards 


publication 
Many advertising agencies and ad- 
vertisers have complained to ABP 
there is little if any uniformity in 
presenting data on agency commis- 


discounts, color costs 


ys, cash 
bleed costs, frequency discounts, et 

E. C 
Builder and vice-president of Na- 


Gavin, editor, America 
tional Conference of Business Paper 
Editors, an ABP affiliate, and Joh 
H. Reardon 


presided over a joint clinic on edi- 


circulation consultant 
ial and circulation problems 
ng with Mr. Reardon on the 

1 panel were Frank Easter 
Pub- 


circula- 


manager, Keeney 
‘oO Robert E. Hill 
Bakers’ Helper; Paul 
Hertz, circulation manager, Es- 
quires Apparel Arts, and Thornell 
Barnes, circulation manager, Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser. The 


nic was devoted to a give-and-take 


tlon manager! 


editorial 


discussion with practically all of the 


audience taking part 





William K. Beard, Jr.. ABP presi- 
dent, reported on the association's 
More 


been received 


current and planned activities 
than 800 entries have 
in the association's annual competi- 
tion for outstanding advertising in 
business papers, he said 

Speaking of ABP’s long-range 
plans, Mr. Beard said he hoped to 
see the day offices 
will be opened in both Chicago and 
Washington, D. C 

Co-chairmen of the 
Herbert Vance 


Lumberman & 


when resident 


conference 
publisher 
Building 
Products Merchandiser, and G. D 
Crain Jr., 
Age, INDUSTRIAL MARKETING and Hos- 


were 


American 
publisher, Advertising 


pital Management 


New olfices . . 


Prentice M. Thomas 
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“Hospital Management—Its Text 
and Advertising—Has a Definite 
Place in Our Reading, Thinking” 


Provides Coverage and Readership 
At Every Level of Buying Influence 
VICTOR F. LUDEWIG 


Superintendent 
The hospital market is great, growing and dynamic The George Washington 
offering greater sales potentials than ever before University Hospital 
Because hospitals occupy a key position in the na Washingtoa. D.C 
tional defense program, manufacturers of equipment 
and supplies used by hospitals will enjoy highest 
priorities. | THE GEORGE WASHINGTON UNIVERSITY HOSPITAL 

Your sales message in Hospital Management will | ORD STREET. Hw 
help you to do an effective selling job—enable you to sake Psat) 
ga.n a greater share of the large volume of dollars 
hospitals wil! spend during 1951 for the hundreds of ong ag Bee og 
products they need and purchase daily. It has the hiecago, Illinois 
largest ABC hospital circulation, reaches more differ- 
ent hospitals and has greater departmental penetra- 
tion than any comparable medium. Often as I read HOSPITAL MANAGEMENT I wonder how 

Hospital administra‘ors like Mr. Ludewig, superin es tani ae ea ae - 
tenden! of The George Washington University Hos- | curs, We would fee] lost without then today, 
pital, depend upon Hospital Management to keep Bech Gent wo deck Seenad to pessbeten BROT 
them and their executive staffs fully informed on all MANAGEMENT, Routinely it is routed to the head of 
new developments in the hospital field. More than woe thy, marry te ng ee ee 
82 per cent of all subscribing administrators regu- qveny Gepeutncch fa the henettel, 1 $0 then cout 
larly rou‘e it to their department heads to our library for future reference, 

This means that your story, facts about your prod- MCBPTTAL MANAGEXENP < < ite copy and ite adver< 
uc's and what they can do, is seen and read by those tisements = = has a definite place in our reading and 
who make and initiate all purchases. This depart- a 
mental readership is the dynamic plus-factor which ; - 
makes Hospital Management a powerful selling ete LL. 
force, which you can not afford to overlook Victor F, Lutewty 


uperintendent 
Hocal ® © — 
Off WRITE TODAY for your copy of our Readership Penetration 





jentlenen: 


incerely yours, 








Survey; Chapelle Ad-Readership Analysis; Hospital Architect 
i Food and Equipment Survey 
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Market research department 





researcher 
said: “This doesn't necessarily mean 
they shouldn't have them.” 

John P. Duane, director of market 
esearc h 
York 
Observing that 


Interchemical Corp., New 
came up with more figures 
generally accepted 
expense to sales ratios for a market- 
ing research department range 
somewhere between .15% and .20 
of gross sales, Mr. Duane said 
Since the minimum cost of a sep- 
arately established function would 
undoubtedly have to be in the range 
of $15,000 or $20,000 a year to insure 
at least one adequately trained in- 
dividual plus appropriate help and 
overhead, this would mean a com- 
pany s gross sales should be in the 
neighborhood of at least $10,000,000 
a year.” Mr 


statement, however, by saying that 


Duane qualified this 


almost equally important factors are 
the diversification of the company 
and its products together with antici- 
pated growth 

It appears to be generally accepted 
by most marketing practitioners that 
bigness” of a company is impor- 
tant, at least in that it often helps to 
determine the size, or manpower, of 
the research department, and also 
the extent of its activities. As H. H 
McKee, J: 


esearch at 


director of marketing 
Perfect Circle Corp 
Hagerstown, Ind., and R. E 


Goodyear 


Davis 
anagel Saies resear h 
Tire & Rubber Co 


out, the definition of marketing re- 


Akron, pointed 
search should be a fundamental con- 
sideration in any discussion of this 
nature 
Many 
narketing 


ent name 


ompanies are practicing 
research under a differ- 
For example Mr. McKee 
llustrated the importance of spell- 
ng out and nailing down an under- 
standing of the broad activities that 
can and are logically classified under 
marketing research. Here is what 
he says about such activities 

So much has been written about 
the subject and so many people have 
carried it to the ultimate in the form 
of advertising research, consume! 
preferences, and radio research, that 
the more simple forms tend to be 
overlooked For 


company is concerned with the most 


instance every 


Bauer & Black, Chicago, 


satisfactory methods of distribution, 
new outlets, total market, markets 
the simpler things that 
don't need long questionnaires and 


by areas 
field workers.” 

Once management understands the 
true meaning of the term “market- 
ing research,” what are some of the 
things that bring about the develop- 
ment of a research department in a 
F. W. Bauer, manager of 

research, Soule Steel 
Co., San Francisco, presented some 
which often 
stimulate the formalized introduc- 


> 


company 
commercial 
enlightening reasons 
tion of marketing research into a 
company. Mr. Bauer said 

Occasionally a company muddles 
along until it reaches a certain size 
vithout any plan of growth, and 
then finds so many problems that 
the only way to dig out of a confus- 
ing distribution situation is to obtain 
disinterested research results from 
an outside consultant or from an or- 
ganic department. In other cases, an 
industry is so backward in its ap- 
proach to marketing and sales prob- 
lems, that decided competitive ad- 
vantages may be obtained by the use 
of commercial research by alert 
companies.” 

Parker Frisselle, manager, market 
research, Dow Chemical Corp. Mid- 
land, Mich., summed up the thinking 
»f the majority of marketing execu- 
tives 

‘I feel that it is impossible to run 
a company today without market re- 
search, whether it be done by the 
president, the sales manager or a 
separate group set up specifically to 
perform the function. Few compa- 
nies are small enough to afford the 
luxury of having their market re- 
search done by the president 
company can afford not to do market 


research at all 


Is marketing research 
flexible enough to warrant 
continued use, or expansion, 


in a war economy? 


Marketing research is flexible, and 
t can justify itself economically un- 
der continuing use during partial or 
even a complete defense economy 
So said our marketing experts. How- 
ever, they are about 


divided in their opinions on 


apparently 
evenl 


whether there will be an increasing 


or decreasing need for research as 
the country creeps closer to a full- 


time war economy 

Among the several reasons behind 
the thought that the need for re- 
search will be less, the following 
stand out: 

1. Sizeable military production 
decreases the emphasis on selling 
and distribution and places the 
heaviest burden on production 

2. An increasing shortage of tech- 
nical personnel for development and 
research in marketing may seriously 
affect the usefulness and productiv- 
ity of marketing research 

3. Market research will be cur- 
tailed because companies will be 
able to sell all they can make, any- 
way 

4. During a defense economy, the 
limitation of raw materials forces a 
cut in product lines and channels of 
distribution, which are two major 
phases of marketing research 

Arguments for continued use and 
expansion of marketing research, 
and for thinking that the need will 
be even greater in a defense econo- 
my are these: 

1. Companies must at all times 
have their eyes on the future . . it is 
vital that they re-examine what will 
be their prospective competitive sit- 
uation once so-called normal condi- 
tions return 

2. Any economic disturbance in- 
creases the need, because the chang- 
ing economy creates new problems 
requiring new answers 

3. Many problems raised by cer- 
tificates of necessity can be answered 
by market research, particularly 
those dealing with the end-use of 
materials sold and what percentage 
of these goes to the military or war 
effort 

4. Marketing 
develop plans for 


research can help 
selling available 
and non-military goods to the high- 
est yielding market with the best 
future potential 

5. Research efforts can help in ob- 
taining governement contracts and 
sub-contracts, and secondarily, help 
can be given to the sales department 
in allocating the merchandise avail- 
able to consumers 

6. The skills required in marketing 
research may be used in analytical 
jobs in connection with studies on 
production costs, plant location and 
expansion, utilization of materials 
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NO SOAP! 


No cosmetics, no pens nor pencils nor peanuts. 
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POWER shovels—yes. Mining machinery, chemical process 
equipment, steam specialties, hand tools, bottling machinery 
—yes. 

The staff of Russell T. Gray, Inc. has more collective years of 
experience in industrial advertising than those of most adver- 
tising agencies in the country! 

Industrial advertising is the path we have chosen for the past 
32 years and that’s why we believe we have something very 
unusual and valuable to offer any company with products to 
sell to business, industry or agriculture. 


May we give you details? 


NEW INDUSTRIAL MARKETS MAP 


Here is a map of the United States industrially—each state is 
distorted to show its proportionate size as an industrial market. 
The discussion accompanying it shows that geographical shifts of 
industrial markets for the past 20 years are not as great as many 
have assumed. You are welcome to a copy. 
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RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 
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picture of a 


advertising manager 


. « « Who constantly receives pats on 
the back from his management for 
recommending the Iron and Steel 
Engineer—for complete coverage of the 
steel industry. His company's sales 
figures prove he's right—Iron and 


Steel Engineer is the No. | paper for reaching important 
buyers in this lucrative market. Get the facts today! 


Write for N.1.A.A. Sales Presentation 


1010 Empire Building 
Pittsburgh 22, Pa. 


Designed to Fit 
SPECIAL NEEDS 


, case 


*Also 100s of other items 


SEND FOR FREE FOLDER 


Sates “Jools, Tue. 


1226 West Madison Street 





CHICAGO 7, ILL. 
\ SA 





—ENGINEER 


ENVELOPES 





ALBUMS 





SPECIALTIES 





your order. 


33 DE WITT STREET 





Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 


GLENFIELD PLASTICS, INC. 


BEAVER FALLS, NEW YORK 


and innumerable projects of this na- 
ture 

7. Marketing research can go hand 
in hand with engineering and prod- 
uct research in developing those re- 
finements and creating economies 
that will enable a company to re- 
main financially healthy under try- 
ing economic conditions 

8. Discontinuing a market research 
department temporarily because of 
war could be just as expensive in the 
long run as continuing through the 
war period, because much of the 
success of research depends upon 
the continuous gathering of basic 
information, the continued acquaint- 
ance with all aspects of the particu- 
lar business, and the continuity of 
specific marketing studies 

9. The versatility of an established 
marketing research department can 
be a very important factor in easing 
the problems arising from re-con- 
version 

Generalizations concerning the fu- 
ture of marketing research in a de- 
fense economy are difficult to make 

too many varied factors and “if, 
ands, and buts” enter the picture 
Such men as H. D. Everett, Jr., di- 
rector of marketing research, Ford 
Motor Co., Detroit; C. B. Grove, 
manager, sales research depart- 
ment, Armstrong Cork Co 
trial Div., 
vitt Scofield, manager, market re- 
search department, Dayton Rub- 
ber Co.; and C. E. Darling, market 
research department, Barrett Div., 
Allied Chemical & Dye Corp., New 
York, all feel that the future is 


Indus- 


Lancaster, Pa.; Lea- 


closely allied to the particular prob- 
lems and operations of the individu- 
al companies 

A. C. Daugherty, manager, market 
research department Rockwell Mfg 
Co., envisions a bright future for 
market research departments He 
proposes 

The eventual role of the market 
research department would be to act 
as advisor to top management In 
such a capacity it would be entirely 
possible that management could find 
itself on a comparatively informal 
planning basis with the detail turned 
over to a statistical section.” 

Although by no means common, 
such a position has already been 
reached by a few long-standing, 
well-established marketing research 
departments 


Obviously the immediate future of 





industrial marketing research op- 
erations rests primarily upon the 
plans and policies set up by the in- 
dividual managements. Such factors 
as the extent to which the economy 
will be shifted to war production 
and the expansion capabilities of our 
industrial machine will directly in- 
fluence those management plans and 
policies. But prevalent feeling among 
marketing men was summed up very 
well by Dr. Joseph C. Seibert, presi- 
dent, Oxford Research Associates, 
Oxford, O., and chairman of market- 
ing at Miami University. Dr. Seibert 
said 

“It would seem to me that the 
need for research findings is greater 
in -times of war. In many ways 
research amounts to looking for, 
and trying to anticipate, change 
In times of war change is always 


greater.’ 





Plan to save distributors 
from folding in emergency 


® CHICAGO A plan to save thou- 
sands of distributors and dealers 
from going out of business because 
of shortages in the mobilization 
economy has been proposed 

The plan, which might be applied 
in industrial as well as consumer 
fields, was developed by W. L. Dunn, 
vice-president, Belmont Radio Corp., 
Chicago manufacturer of Raytheon 
television sets. Under the plan, 
television distributors and dealers, 
and other small businesses, would 
switch from selling to production 

Simple sub-assemblies called for 
in military contracts would be sub- 
contracted to distributors. The dis- 
tributors, in turn, would assign the 
work on these sub-assemblies to 
dealers with full or part-time neigh- 
borhood manpower to do the work 
Thus, established distribution sys- 
tems could be preserved to resume 
normal operations after the emer- 


gency 
Marsteller. Gebhart & Reed. 


GAS 1S BIG BUSINESS 


In any industry, billion dollar construction budgets are big 
business. Over $980,000,000 will be spent by the gas indus- 
try in 1951 for new facilities. On the planning boards are 
over $3 billion of new facilities to go in by 1954. By that 
date the value of the total gas utility plant in service will 
have doubled since the beginning of 1945—with a billion 
dollars to spare. 


HAS the one for 


AND HERE‘’S WHY... 
Largest Circulation in the Gas Industry. 


More Circulation to Gas Companies and Employees 
. 86% more top executives 
than the next two publications combined 
. 26% more technical and department heads 
than the next two publications combined 
. 55% more sales managers 
than the next two publications combined 
. based on audit statements 
for period ending June 1950. 


Circulation is Identified as to Buying Influence 
93% Verified as tc: Readership 
Minimum of Waste Circulation 


Lowest Advertising Rate per Thousand Circulation 
Going Into Gas Companies 


ASK YOUR OWN CUSTOMERS 


Make a survey of the men in the gas industry who buy 
your products. Ask them what publication they read and 
prefer. Their preference is your guide to more effective 
advertising. 

There is no obligation. Win, lose, or draw, all we ask is 
a tabulated copy of the returns. Bill GAS at the time your 
letter of results is submitted. Write for details. 


A JENKINS PUBLICATION 
198 So. Alvarado St., Los Angeles 4, Calif. 


NEW YORK 18 CLEVELAND 22 
11 West 42nd St 19718 Lanbury Ave. 
CHickering 4-1969 WYoming 1-2587 


CHICAGO 3 TULSA 
1064 Peoples Gas Bidg. P.O. Box 4055 
WAbash 2-2589 Tel. 2-2414 


March 1951 | 125 





TIMING! 


rhe fighter’s punch; the comedian’s 


gag; the bomber’s strike; all depend 


on timing 


No less in engineered construction 


the timing of your plea for consid 


eration must be made at the right 


1 


time, as well as in the right spot 


Civil Engineering is the right time 
and place for any firm whose prod- 
fied in engineered 


ucts are sper 


onstruction 


folder 


CIVIL 


The Magazine of Engineered Construction 


Send for “Mr. Construction 





Published by the American Society 
of Civil Engineers 
33 West 39th Street. New York 18, N. Y. 





Vamed by Oldsmobile 


Jack F. Wolfram has been named vice 
president of General Motors Corporation 
and general manager of the Oldsmobile 
Division of General Motors Corporation, 
Lansing, Michigan, manufacturers of mo- 
tor cars. Mr. Wolfram is a regular reader 
of The Wall Street Journal. Like most 
men everywhere who are getting ahead 
in business he finds The Journal provides 
necessary background for important de- 





Advertisement 


Which ad 


got the highest 


Below is 
the answer 
to the problem 


on page 42. 


Starch score? 


The ad at top (Power Moves) was best read. as shown by these scores: 


Power moves 


Seen 


Noted Assoc. 


Milk stop 


Noted 








® THE HEADLINE killed the “milk stop” 


ad. The heading, “Are 


rates for milk stop transpor- 


you paying 
luxury 
tation””, might have been aimed at 
shippers or at urban commuters or 
even at readers of the New Yorker 
The heading gave no indication that 
this was a message for users of ma- 
terials handling equipment. If the 
aim of the advertiser was to arouse 
curiosity by not tipping his hand 

the lure wasn't 


simply strong 





enough. Copy began with more ques- 
tions the first one rather long and 
not especially easy to read 

The headline on the other ad was 
backed by 


each supported by a 


five strong subheads, 


short caption 


tersely offering data to prove the 


point. The illustration had an air of 
realism that probably pulled harder 
than the artistic design illustrating 


the “milk run” ad 











EAC to audit show attendance 


® NEW York . . The exhibitors Ad- 
visory Council has formed an Ex- 
hibits Attendance Audit Bureau to 
aid exhibitors, advertisers and ex- 
position managers 

Authentic attendance figures and 
certified analyses of show attend- 
ance based on auditors’ examination 
of records will be distributed by the 
bureau, under the chairmanship of 
John F. Apsey, Jr., advertising man- 
ager, Black & Decker Mfg. Co., Tow- 
son, Md. Payson L. Hunter, man- 
ager, exhibit and display depart- 
ment, International Business Ma- 
chines, New York, will be vice- 
chairman with Oenone D. Negley, 
EAC’s executive secretary, as ex- 


ecutive secretary of the bureau 


Why industriai advertising 


lowers prices told by Ansul 


Ansul Chem- 


ical Co., maker of chemicals and fire 


@ MARINETTE, WIS 


extinguishers, believes it has con- 
vinced employes that advertising 
pays 

The company, knowing that the 
public sometimes fallaciously feels 
that the cost of advertising boosts 
prices rather than lowering them, 
ran an editorial spread in the com- 
pany publication, “Ansul Fuse 
Plug,” explaining what advertising 
is all about. It was a good job 

Ansul learned that by asking these 
questions of 20% of employes after 


the story appeared 


® Should the company stop advertis- 
ing and spend the money for extra 
wages? Only 4% said yes; 81% said 


no; and 15% didn’t know 


® How much money did you think 
the company spent on advertising 
before you read the story? Ansul 
spends $100,000 annually. Employes’ 
answers averaged $150,000, ranged 
from $2,000 to $1,000,000 


® Did the story change your mind? 
A third said yes 

The story, in part 

“Advertising is the lowest cost 
way yet devised to sell goods. Every 
job in America depends on some- 
body selling something to somebody 
else. Effective advertising sells more 
goods to more people and by so do- 
ing helps make jobs more secure 

“It is natural to assume that the 





Champagne - Caviar - and Comfort 











Hoven behind the valances in the swank Marine 
Dining Room of Chicago's Edgewater Beach Hotel exists an 
engineering masterpiece—hundreds of feet of air conditioning 
ductwork bringing year-round comfort to the gourmet. This Is 
part of the hotel's new 50-ton Carrier air conditioning system, 
installed by Talbert-Thomas Co., Chicago distributor and 
contractor. 

First reported on the pages of AIR CONDITIONING & 
REFRIGERATION NEWS, the Chicago job is one of many 
thousands each year that demonstrate ACRN’s unapproached 
penetration of the air conditioning and refrigeration market. 

The “‘Newspaper of the Industry,"’ for example, is a 
weekly reading ‘‘must'’ for Aibert G. Weil, energetic president 
of Talbert-Thomas. |. J. Kristufek, sales manager who origi- 
nated the basic design of the installation, is a regular reader. 
Edward Fitzgerald, installation foreman, William Tebeau and 
Henry Varming, who head the service department, also 
read ACRN. 

At Carrier Corporation, manufacturer of the equipment, 
readership of ACRN starts at the president's office and extends 
through every important sales and engineering post throughout 
its worldwide network of field offices and sales outlets. Carrier, 
of course, is a consistent ACRN advertiser. 

Few industries have one dominant publication which 
delivers top-to-bottom coverage of all the important buying 
segments. If you are selling anything to the air conditioning 
and refrigeration market, ACRN will do that job best for you. 
It's not only the ‘‘Newspaper of the Industry"’ but the ‘‘Market- 
place of the Industry’’ as well. Why not send for full facts 
today? Yours for the asking. 


BUSINESS NEWS PUBLISHING COMPANY, 460 W. FORT ST. 
DETROIT 26, MICHIGAN 


THE NEWSPAPER OF THE INDUSTRY Se Gas & & 


ws 


March 1951 | 127 











1951-52 EDITION 


CLOSING DATE, MAY 31st 
If you serve the Paper and Pulp 
Manulfacguging Industr&\ smart met 
chandising indicates thé wisdom of 
directing your sales efforts into 
every avenue for sales! That means 
vonthtly advertisements = in The 
Paper Industry magazineyreinforced 
by catalogue material the yearly 
Paper and Pulp Mit®Qatalogu 
Paper and Pulp Mills are operating 
market 


is enormous 


ut highest capacity The 
for replacements alone 
Orders fer new equipment have 
high prierity ratings and will in 
rease immensely Decide on no 

s than 4 pages of catalogue ma 
terial, which you can also use as a 


nailing piece. We 


t. if desired 


OVER 3000 COPIES 


listributed to one or more kev ex 


ll help you plan 


ecutives in every operating Paper 
ind Pulp Mill in the United States 
nd Canada, plus many in foreign 


Nothing else like it! 


ntries 


RESERVE YOUR SPACE NOW! 


FRITZ PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET 


CHICAGO, ILL 


the Paper & Pulp industry 

365 days of the year— 

will be included . . . . 
WILL YOU, TOO? 


You cannot afford to stay out of 
the annual Paper and Pulp Mill 
Catalogue and Engineering Hand 
hook—because it is the one sure 
way of getting your product infor 
ition before all buying factors 
ind keeping it handy in this con 
stantly referred to volume 
THE PAPER INDUSTRY is the 
Top Ranking Monthly 


the Industry. It is an independent 


reaching 
ournal, edited by specialists and 


penetrates all mill departments 


A SERVICE ORGANIZATION 
TO PAPER AND 
PULP MAKERS 

SINCE 1919 














IT PAYS 


LO adve rtise 


in a publication 


See McGraw-Hill adve tisment 
on page 143 





For all the Facts 
on Industrial and 


Trade Market Data 
~~ 


LOOK in 
Industrial Marketing's 1951 
INDUSTRIAL 
|: MARKET DATA BOOK 


cost of advertising is a sort of bonus 
the customer pays for the privilege 
of using advertised goods. This is not 
true 

“The manufacturer of a can of 
beans has to spend money to sell 
his product,” the house organ ex- 
plained. “We all know that the more 
he sells the less it costs him to pro- 
duce each can of beans. The Ameri- 
can competitive system being what 
it is, he must pass that saving on to 
the buyers or lose customers to a 
competitor who will 

‘The manufacturer realizes that if 
he hires salesmen alone to sell his 
product, the cost of sales may be 2c 
a can which the housewife must 
pay If he takes half a cent a can and 
puts it into advertising to help open 
doors for his salesmen he can cut his 
sales cost by half a cent and can pass 
that saving on to the buyer 

“This is by no means a far-fetched 
example,” said the house organ, 
“and it is true of everything manu- 
factured. Cigaret makers, who top 
the list in advertising expenditures, 
spend half a cent a pack for adver- 
tising Soup canners spend one- 
thirtieth of a cent a can and soft 
drink bottlers even less one-six- 
tieth of a cent a bottle.” 

The “Fuse Plug” went on to ex- 
plain the difference between con- 
sumer and business paper advertis- 


ing, such as Ansul uses 


Alderson sees new market 


research applications 


® PHILADELPHIA . . A mobilized econ- 
omy will call for and create many 
new applications of market research, 
but industry and business will con- 
tinue to use it as much as ever, Wroe 
Alderson, of Alderson & Sessions 
said at a meeting of the Philadelphia 
chapter of the American Marketing 
Association 

Urgent and often changing needs 
of management, and the rapid prog- 
ress being made in analytical tech- 
niques will also result in many new 
applications for market research and 
analysis, he said 

“Profits of civilian enterprise will 
depend on maximum efficiency un- 
der a price freeze,’ Mr. Alderson 
said, “and business will have to cope 
with the continuing problem of mar- 


keting efficiency.” 





S 





301 / circle on Readers’ Service card 


How to Produce Better 

Printed Advertising Material 
This 28-page manual includes informa- 
tive chapters on 11 different kinds of 


printed advertising material. Subjects cov- 
ered include annual reports, lend 


305 / circle on Readers’ Service card 


A Report on What Percent of 
Industrial Ads are Repeated 

An analysis of advertising in three in- 
dustrial publications over a four-year period 


shows that the use of repeated ads has in- 
d. In 1946, 13.9%, of ads were re 





catalogs, employe books, letterheads, point- 
of-purchase displays, anniversary books, 
dealer promotions, house publications and 
institutional books. Offered by E. F. Schmidt 
Co., Milwaukee. 


SSCS ESHEETS SSE SES SSeS eee eee 
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How to Measure and Prove the 
Power of Industrial Advertising 


This two-color, 28-page booklet offers 
three interpretations of industrial adver 
tising’s objectives and purposes. Three 







303 / circle on Readers’ Service card 


A Consulting Engineer Tells 
What's Wrong with 


Industria! Advertising 


A consulting engineer gets a few con- 
structive gripes about industrial advertis- 
ing off his chest, and then makes specific 
suggestions for its improvement. “If I 
Were an Advertising Man” is well worth 
reading. Offered by Heating and Ventilat- 
ing. 


SSSSHSSSSSSESE SESS eee eeeeeeeeeeeeeeeeeS 
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Promote it with Flowers 


Looking for something different in the 
way of a promotion piece, or a direct mail 
piece? Did you know you can buy orchids 
for as little as 9c each? Flowers-of-Hawaii, 
Los Angeles, offers a brochure which tells 
how to run different types of orchid pro- 
motions. A fresh idea worth looking intol 









> 
-_> 


peated .. in 1950, 22.1%. A single page 
study offered by McGraw-Hill’s Laboratory 
of Advertising Performance tells the rest 
of the story. 


306 / circle on Readers’ Service card 


How are Wood Cuts Made? 
. » Why Use Them? 


Have you often wondered when, where 
and why you should use wood cuts? Here's 
a folder which presents all the answers, 
and for good measure gives a step-by-step 
story of how wood cuts are made. Of- 
fered by Sander Engraving Co., Inc., Chi- 


Readers’ Service Dept. 


5103 


Please send me the following 
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t % Send for these helpful selling tools 
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307// circle on Readers’ Service card 
Map Shows 48 States According 
to Industrial Importance 


A new map distorting the sizes of the 
48 states according to their industrial im- 
portance is offered by Russell T. Gray, 
Inc., Chicago advertising agency. Also in- 
cluded in the four-page folder is a similar 
map prepared in 1929 which shows that 
the relative importance of various sections 
of the country has not changed greatly in 
the intervening years. 


SSSR ECE RECESSES eee eee eee eee 
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Market Information on the 
Textile Manufacturing Industry 
Textile manufacturing regarded as 
America’s second largest industry is second 
in the number of picnts employing over 
100 workers . . ranks third in number of 
employes . . is first in number of individual 
machines used. Textile Industries offers a 
market and media file on this vast and 
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CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond June 15, 1951 











BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Til. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 
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* Send for these helpful selling tools 
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Samples of Good Industrial Ads 
From World War I 


“A Guide to Effective Wartime Adver- 
tising” is a 30-page collection of out 
standing industrial advertising published 
during the last war. A record of prob 
lems met and handled by advertisers and 
business paper editors, it is “must” read- 
ing. Don't fail to get your copy. Offered 
by Associated Business Publications. 


SESS ESET CREE e ee 
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The Story of Luminescent Printing 


If you're interested in developing a 
jlow-in-the-dark printed item, you'll want 
a copy of this extremely interesting little 
booklet offered by W. H. Wilton, Inc., Chi- 
cago. It defines luminescence, discusses 
ultra violet light and suggests uses for 
luminescent printing. 


ze 
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311/ circle on Readers’ Service cord 
26-point Check-list for 
Designing Business Forms 

“How to design a business form” tells 
you just what the title implies. Chapter 
titles include, (1) when to use printed 
forms, (2) check-list to improve form buy- 
ing, (3) putting colors to work, (4) stand- 
ard form sizes, and (5) helps that speed 
form designing. Offered by Hammermill 
Paper Co., Erie, Pa. 
SSS SSHRC ESSE eee eee eeee 
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When to Use Medallions and 
Plaques in Industry 


Sooner or later your company will have 
an occasion which calls for the use of 
commemorative medallions or plaques. 
Medallic Art Co., New York, offers an 
eight-page brochure which lists 1] uses in- 
cluding (1) the business anniversary, (2) 
service medals, (3) dealer relations awards, 
(4) safety records, (5) public relations 


awards. (6) sales promotion awards. 


Pt 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R.. Chicago, Il. 








Readers’ Service Dept. 


INDUSTRIAL MAREETING 
200 East Illinois St. Chicago 11, Ill. 
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Three New Type Faces 

and How to Use Them 

Ameri Type Founders have published 
@ 12-page booklet which tells how and 
when to use three attractive type faces . . 
Bernard Modern, Bernard Modern Bold and 
Bernard Tango. If you're an agency man, 
an advertising manager, an artist . . in 
fact if you work with type reproduction in 
any phase, youll want a copy of this 
booklet. Three four-page specimen sheets 
are included. 
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Market Information on the 
$12 Billion Telephone Industry 


With charts, tables and articles, this 
market study presents up-to-date statistics 
covering the Bell System and 11,000 in- 
dependent teleph exch Included 
are statistics on miles of pole lines and 
telephone wire . . and telephone invest- 
ment by types of property. If you sell to 
the telephone industry, you'll need a copy 
of this 24-page book prepared by Telephone 
Engineer. 


SSCS SESE ESSE SSeS e ee eEeS 
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The Story of More Than 
40 McGraw-Hill Publications 


Here's a round-up of the latest informa- 
tion showing the market coverage, edi- 
advertising of each of the more than 40 
McGraw-Hill publications. All information 
is presented in streamlined fashion for 
those who want their information fast and 
without frills. 
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ADORESS 





Cit’ & ZONE 
*Note inquiries for items listed 
not serviced beyond June 15, 1951 





forurn Ae Grau Hl does Shit 


EXAMPLE NO. 9 





Among manufacturers of 
home and in the field, but continue 


to add to it whenever justified. We DRUGS AND MEDICINES 
already are losing trainees to the La: 
armed forces, which imposes a 
severe problem in their replace- 
ment. However, we are on the alert 
to find the right type of men to as- 
sume these jobs. We count princi- 
pally on men trained in our own fac- 
tory and office to augment our field 
organization 
We point our distribution primari- 
ly through some 500 mill supply and 
similar organizations. We plan to in- 
crease this number. The principal 
job of our field men is to contact »)* oY iTS FE 4 
these outlets continually, keeping 238 KEY PLANTS EMPLOY 78,750 
them informed of our policies and 


— account for 86.6% of the employment, 
new products which we strive to add 90.1% f sd ° ° his ind i 
to our line whenever possible. Our . © OF prot uction In this inc ustry. 


research and development depart- 
ments are and will be kept very The 1949 McGraw-Hill Census identifies each and every one of 
active these 238 key plants — those with over fifty employees — by name, 
The Dodge School of Transmis- location, number of employees, and chief product manufactured. 
sioneering runs for three weeks in The Drugs and Medicines industry is only one of 144 segments 
of manufacturing industry. In each of these 144 segments, McGraw- 
Hill’s Census isolates, identifies, classifies and rates the worth- 
while manufacturing plants. 


the fall and spring to train distribu- 
tor salesmen and will be continued 
as long as there are men to fill the 
classes. There has always been a 
waiting list 


To sum up, I believe our entire or- naman 


sch | : | better 
ganization is sold on the old saying, pe — - 
ash d where monufacturers are, 

e our circulation 


nts 


“When in war, prepare for peace.” The basic purpose 


publishing control. Knowing who — nie 

what they make — enables v 
on ities, by mail and personal — 
pares buying influences within those p ry 
ing ve so dar ea 
a serve. The oe paid audience of buying influ 
an up-to-the- 


Cc. L. Hardy Ser McGraw-Hill advertisers. 


oncentrat 
on the worth-while plo 
ants. Comparable company 
or the other industries 
ontinuing activity 's 
ences in key plants 


raw-Hill’s 


; G 
etails on Mc 3 
plete ¢ statistics aS 


- howing such 
show! 
1949 Census, a loyee size 


¢ distribution ~s 
pode by major and sub-major a 
eanan by regions, by ove = 

li contained in a - 
other facts are © - Ata 
to do under present conditions sc ar ah ~—y . 
“ <Graw-Hill man tor a 


® We plan to maintain our sales 


staff as completely as it is possible 





While steel is generally short com- or ask your M 
pared with demand, we still have copy. 
some special products that can be 
sold 
As a steel warehouse source, we 
will continue to distribute steel giv- 


ing first consideration to defense or- @® McGRAW-HILL PUBLISHING COMPANY, INC. 


ders and other government pro- 330 WEST 42nd STREET : NEW YORK 18, N.Y 
» N.Y. 


March 195] | 129 





“HOW TO PUT 


ADVERTISING AND 


SELLING ON THE 


SAME TRACK” 


—- one ane ae ane oe oe oe om ee ee 35 


Architectural Record 


110 Wee 40 Street 
New York 18,6. 


Please send me you new booklet describing 
how odvertimg con be correlated with actvel 
selling m the building mortet 


fi PAYS 
to advertise 

in a publication 

the audience 


where 


pays to see you. 


See McGraw-Hill advertisement 
on page 143. 





GEORGE PEABODY & ASSOCIATES 
Public Relations 
01 Madison Avenue, New York 22, N. ¥ 


books 


for 
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The build-up boys 


By Jeremy Kirk (a pseudonym). Published 
1951 by Charles Scribner's Sons. New York. 
242 pages. Price: $3 


® ADVERTISING is a glamorous busi- 
ness to the layman because “there's 
good money in it.” Another business 
that is working itself into the same 
class in the public’s view is public 
relations 
Only, public relations has got its 
glamorous reputation smirched early 
Cynicism, insincerity and downright 
untruthfulness are characteristics 
that the public relations man has 
been assumed to have or has been 
accused forthrightly of having. Edi- 
tors and reporters were among the 
first to hold the assumption or make 
the accusation. Now many have re- 
formed to the point of judging the 
elations man like any other 
doctor, lawyer, plumber, 


Pi blic 
worker 
janitor by the quality and scope 


of his services. As some relatively 
good men have entered the field here 
and there the attitude of the press 
has altered somewhat 

But the public attitude has lagged 
And “The Build-Up Boys,” which 
relations men and 


The build-up 


who have learned to give the 


castigates public 
methods, won't help 
boys 
build-up to others, will need a little 
themselves now and,.we suspect, may 
flail around at it from lack of ex- 
perience 

This book takes some low blows 
at public relations, largely by means 
of the hero a brilliant public re- 
lations man who makes his girl sleep 
with a client and who otherwise de- 
ports himself as a cad. The sex, the 
sensationalized “expose” treatment 
and the author's cleverness will make 
the book sell. As literature, this 
novel can’t be taken seriously the 
characters are trumped up hurriedly 


fo 


marketing men 


and unconvincingly to fit the plot 
and the dialogue is sometimes so bad 
as to be embarrassing (A prime ex- 
ample is the conversation as the hero 
tries to sell an Army colonel on a 
P. R. program.) 

Apart from the sex, which seems 
to have universal appeal, what will 
interest marketing men most is the 
variety of public relations (or what 
Steve Hannegan is big enough to call 
publicity) techniques used by our 
hero, Clint Lorimer. They are ele- 
mentary or out of bounds for the pub- 
licity specialist, but for those who 
aren't specialists, they include: 

1. Promoting a centennial for a 
46-year-old company. Ethical? Why 
not? The company, Cloverleaf Dairy 
Co., was formed 46 years ago by a 
merger of several small companies, 
of which one was blessed with a 
president who had started as a milk- 
man 100 years ago 

2. Watching the 
regularly-appearing features like the 
Washington Eagle's photo - page, 
“How Washington Lives.” The pho- 
tos follow a government clerk or a 
fireman “around the clock.” Clint 
Lorimer sells the photo editor on fol- 
lowing a Cloverleaf milkman as he 
makes his early deliveries, watches 


newspapers for 


for fires, greets late revelers, puts 
the bottles where the sun won't get 
at them, etc 

3. Concocting another newspaper 
story idea, including problems that 
Cloverleaf milkmen have solved and 
(this is supposed to be the clincher 
believability) 
problems that Cloverleaf milkmen 
haven't been able to solve 

4. Ghosting articles for the Big 
Man who is getting the build-up 
articles such as, “Can We Feed the 
World?” and other great social-con- 


for greater several 


scious pieces in general magazines 
with mass circulation. 
5. Writing speeches for the Big 





Man speeches with guaranteed 
trick phrases: You take the phrase, 
“Where there's a will, there’s a way.” 
You change it to, “Where there’s an 
I will, there’s a way.” You sell milk 
cans. You say, “We're in the can 
business, not the can’t business.” 

6. Putting on a “visual presenta- 
tion” when your Big Man is called 
before a Congressional committee in- 
vestigating prices. You have your 
Big Man, who sells milk products, 
parade his employes in, each with a 
25c bottle of milk holding the per- 
centage of a quart he gets the 
farmer gets 15c worth of milk in his 
bottle, etc. The climax: the “typical” 
stockholder three-year-old Sandy 
Smith, with dimples and a Lorimer- 
forged stock certificate enters with a 
bottle holding a fraction of a cent’s 
worth (a spoonful) and breaks up 
the show as the villainous “prosecut- 
ing” Congressman blows his top be- 
fore the grinding newsreels 

Okay, marketing men, can you use 
any of these techniques? Be careful, 
some of it’s on the borderline of dis- 
honesty. But as the Big Man asks on 
page 132, “What borderline?” 





Clarence W. Doheny. SRDS, Dies 
Clarence W. (Toby) 


Doheny, 61, central division sales 
manager, Standard Rate & Data 
Service, Inc., died Jan. 21 of a coro- 


8 CHICAGO 


nary thrombosis 

Mr. Doheny had been associated 
with SRDS for 26 years. He joined 
the sales staff in 1924, became adver- 
tising manager in 1928 and took 
charge of central division sales two 
years ago. Born in Canada, he served 
as an artillery captain in the Ca- 
nadian Army in World War I, and 
then became an American citizen 
He was one of the best-known of- 
ficials of big hockey, serving as chief 
timekeeper of the Chicago Black 
Hawks since the club was founded 
in 1926 


Louis J. Perrottet . . 


Leslie S. Larson . . for 


Boererice 


SHEAR 


CONTAINERS 


LEADERSHIP « READERSHIP 


More paper box makers buy 
BOXBOARD CONTAINERS 
than any other magazine. This 
means essentially complete cover- 
age of all segments of this big- 


buying market, with a circulation 


' 2738 


penetrating plants making Set-up 
Boxes, Folding Cartons, Corru- 
gated and Solid Fibre Shipping 
Containers, Cans, Tubes, Drums, 


and other Boxboard Products 


Call your nearest 


The editorial content of BOX- 
BOARD CONTAINERS is slanted 
to give its readers the practical 
produc tion, management and sales 
information they need vitaliy in 
these difficult days. Recent and 
forthcoming. stories 
Use of Color in the Box Plant 
Cutting and Fitting of Rules 
Printing Equipment Trends in 
Folding Carton Manufacture 
Reinforcing Corrugated Boxes 
with Ungummed Tape 
Down-to-earth material like this 
is building exceptional readership 
for BOXBOARD CONTAINERS 
. and that means more pulling 
power for your advertising. 


Haywood Representative 


——— TAY WOOD PUBLISHING C0. 


also publishers of PACKAGING PARADE 


22E. HURON ST. ... 


CHICAGO 11, ILLINOIS 


Whitehall 4-0868 


210 Fifth Avenue .... 


. New York 10, New York 


MUrray Hill 5-8413 


WEST COAST ®@ 


San Francisco § 


Los Angeles 5 
625 Market St 3727 W 


McDONALD-THOMPSON 


Seattle | 


éth St. Terminal Sales Bidg. 
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top ma nagement 


forum 


IF YOU SELL THESE MEN— 


you sell your product! 





These men consulting engineers, archi- 
grams and will try to distribute the 


tects engineers, contractors are ; i 7 
€ nira ure the vital remaining steel as fairly as possible 


influences in specifying and buying equip- in order to maintain the civilian 
ment for new installations. modernizing and economy. We are partici arly con- 
scious of our industry's position as 
maintenance. Daily, they are faced with the . F F 
the main source of steel supply for 
problem of selecting materials and equip- emailer business 
ment, To sell these men is to sell your As one of our plant managers re- 
nt] le marten 
product cently said, our sales department 
may be compared with our State De- 


Key engineers, contractors, architects and partment. We need a good State De- 


jobbers read HEATING AND VENTILAT- 


partment today and in like mannet 
industry needs a good sales depart- 
ING every month because this magazine of mame Of & te te Geen is Gelieme 
engineering information brings them in- well during this emergency and 


formative, up-to-date articles, charts and build good will for the future 


other data which greatly aid them in de- 
signing systems for Air Conditioning, Ven- 
tilating, Heating, Piping and Refrigeration 
for installations in Industrial Plants, Insti- 
tutions, Office Buildings, Hotels, Govern- 


ment Projects and Public Utilities John Slezak 


lo learn more about this magazine and the 


markets it covers send for your free copy of 
“How Equipment is Bought.” This will tell # While our day-to-day operating 
ial decisions may have to be very flexi- 
you in detail the markets covered, the men : : 
: ble, our long range policy with re- 
responsible for purchasing and specifying gard to sales will continue to be 


and how to reach these men. based upon the supposition that even 


emergency conditions, if continued 


long enough, become normalized 


HEATING AND VENTILATING We intend to continue our sales 


force at least at our present level 


148 Lafayette Street * New York 13, N. Y. on Ingueee Get our suedeet 


in Industrial Press Publication are of such nature than even during 


the last war we continued manufac- 








turing them up to our capacity. We 
4 expect to be able to do the same 

LEATER SALES | of PAY S thing this time, provided that some 
O “throug sort of controlled material plan 
. comes into existence. Of course we 
showmanship Lo ae ly ertise may not be able to sell our products 
except against some kind of defense 

ina publicat ion orders (the same was true during 

. the last war), however, our sales- 
: men will keep in intimate touch with 
W here { ie audience our customers and will be trained to 


DISPLAYS help them to buy their tools in com- 
DESIGN ® CONSTRUCTION® SERVIC pay s to see yvou.. pliance with government regula- 


a N ore a a ANT tions 


05 Nw FOURTH STREET MILWAUKEE wis NS . . 
faeh O1VIS ate vend See McGraw-Hill advertisement Should goverment regulations be- 
on page 143. come more stringent than during the 








last war and we cannot continue to 
manufacture our products, then our 
customer contacts will be less fre- 
quent and our salesmen will be 
trained to service the government 
agencies for whom we are doing 
some work now and expect to do 
more as time goes on 

Come what may, we will net 
wreck our sales organization but, 
instead, expect to strengthen it and 


to intensify its activities 


J. D. Eddy 


s The present emergency has not 
yet affected our factory operations 
seriously, so the sales force activities 
continue as usual. What our sales- 
men will do if and when there is lit- 
tle or nothing to sell depends upon 
why there is nothing to sell 

If there is nothing to sell because 
we are not able to secure necessary 
materials to manufacture our prod- 
ucts, then not only the salesmen, but 
all of us, will be out of a job 

If there is nothing to sell because 
we are fully occupied with the pro- 
duction of war material, then most 
of our salesmen will be engaged in 
epediting materials and following 
up our subcontractors 

If, in the future, we are engaged 
in work for the defense program we 
will probably maintain our sales or- 
ganization at its present level and be 
able to find plenty of useful work 
which they are capable of perform- 
ng We, ot course will lose some to 


the armed services, and those we 


will not replace until after the emer- 


gency 





Breskin starts new publication 
Plastics Merchandising, new con- 
trolled circulation bi-monthly of 
Breskin Publications, New York 
mailed its first issue to 55,000 buyers 
and merchandising executives of 
companies purchasing plastics prod- 
ucts for retail sale. Charles A. Bres- 
kin, publisher, said that the 77 ad- 
vertisers represented a record vol- 
ume of paid advertising for a new 
publication. Plastics Merchandising 


has a one-page, six-time rate of $750 


oll 


years 
of 


leadership 


for readers and advertisers 


The big advertising value today in the forest products industry 
is THE TIMBERMAN;; the international lumber journal that is 
read, studied and preferred by the greatest audited net paid 
audience in the forest products field. 


In the columns of THE TIMBERMAN your messages are 
in the favorable sales climate that comes from basic editorial 
policy; broad and thorough reporting by seasoned editors; ma- 
turity and dependability which has grown with the industry 
through 51 years of constructive service 


America’s finest firms, seeking the sale of machinery, equip- 
ment supplies and services to forest product folk, use the advertis- 
ing pages of THE TIMBERMAN consistently. You'll find it 
profitable to do likewise! There is no better way to obtain sus- 
tained business yield from this tremendously active industry that 
thinks big, produces big, buys big 


*W rite for handsomely illustrated 36-page brochure “Sustained Yield” which tells 


the complete story of the western lumber industry and its vast purchasing power 


Me PUB EIR VIAN 


An International Lumber Journal 


519 S.W. PARK AVE., PORTLAND 5, ORE. 


BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO 


Also publishers of WESTERN BUILDING, the light construction journal of the WEST 
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HUNDREDS OF NEW 


PROFIT SOURCES 


NEW PRODUCTS 
AND SERVICES 


This exciting new Journal of Com- 
merce 80-page handbook lists and de 
scribes | 000 sew money-making lines 
by 750 manufacturers. Yours to use, 
sell, produce or compete with. Get 
your copy aow —then follow the daily 

New Products” column in The Jour 
nal of Commerce. Your copy sent free 
with trial subscription of J-of-C—10 
weeks for only $5, a saving of $2.50 
Mail coupon now —keep track of new 
proft sources 

~~ =e ee 


Journal of Lommerce 


53 Perk Rew, New York 15, N.Y 





Send me the ). of C. for the next 10 weeks plus 
my copy of “New Products and Services 
Check for $5 is enclosed 

Neme_. 


Address 








Cin. 











@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
CHICAGO 
Manhattan Bidg 
NEW YORK 
Whitehall Bldg 


for over 65 years the leading 
journal of the coal industry 











IT PAYS 


to advertise 
publication 


aucience 


See McGraw-Hill advertisement 
on page 143. 











them, the agencies, of course, can dig 
out on their own. But a publication 
that considers itself the Bible of the 
industry ought to have them on tap. 

It is astonishing how very often 
the space salesman is not able to 
answer such questions. Recently we 
asked a series of questions like this 
They were a little more complex 
than these, perhaps, but we were 
amazed that the industrial publica- 
tions we queried could not answer 
them. The sad part of this was that 
we finally got the figures from Cur- 
tiss Publishing Co. We have found 
that many general media are bet- 
ter able to give industrial informa- 
tion than the industrial publications 
in those fields. Could this be an in- 
fiuence toward more use of general 
media? 

You often hear reference to the 
sales type.” Just exactly what is 
the sales type? I know what it is 
supposed to be and so do you. But, 
I also know of many successful sales- 
men who were a long way from be- 
ing the “standard” sales type. In 
fact, one of the best salesmen of ma- 
chinery was not this type but be- 
cause of his individuality he headed 
the top of the list for his company 
for almost every year until his death 


and that was for a long period 


Salesmen we like are human fel- 
lows and cheerful. They don’t feel 
hurt when word comes out that the 
man they want to see can’t see them 
that minute, or maybe that day, or 
even that week. They have a cheery 
word for the receptionist don’t 
ever overlook the receptionist. I have 
known many a man who cooled his 
heels for quite a period of time be- 
cause he was surly to the recep- 
tionist 

The salesman we like best, of 
course, is the fellow who comes in, 
gives you a greeting, gets into his 
business in a hurry, lays it out in a 
clean cut fashion, makes a note of 
the questions he can't answer, gives 
you a pleasant good day and is on 
his way 

The agency knows that one of the 
salesman’'s problems is keeping con- 
tact or follow up. The initial call, of 


course, takes care of itself and fol- 
lows a sales pattern dealing with the 
necessary information for the agen- 
cy. Then after you get the contract, 
how do you keep contact? 

If I were doing it I'd have my eye 
out continually for something that I 
could present to that fellow on the 
other side of the desk which would 
give me a chance to drop in and say 
hello. This shouldn't be very difficult 
as it is only necessary two or three 
times a year. There is a happy medi- 


gS. 
"1 JUST THOUGHT 
YOU MIGHT BE 
INTERESTED IN 
KNOWING THAT. .” 


um between the fellow who calls too 
much and the fellow you don’t see 
at all. We don't like either one. The 
first takes our time unnecessarily 
and the other fellow is discourteous 
in lack of expression of appreciation 
for the business 

Agencies are interested in many 
things that the space salesman can 
watch for information about. Indus- 
tries are changing we are inter- 
ested in editorial stuff that may lead 
to something dealer changes . . . 
new machinery job pictures 
installations any phase of the use 
of equipment competitive to ours, and 
always competition. We are always 
interested in what our clients’ com- 
petition is doing, editorially ad- 
vertising-wise or installation-wise 
We are always glad to see the fellow 
that can come in, rest something on 
the desk and say, “Did you know 
that?” 

Also important is the matter of 
“thanks.” Too often we send out a 
contract to a publication for space 
and we never hear another word 








from the publishing house except the 
verbal thanks of the salesman. This 
is not good business. 

We, ourselves, are not particularly 
anxious to be thanked but we are 
anxious to see that every publication 
house that receives a contract from 
us takes the trouble to thank the 
client for the business. After all, he 
is the one who is paying the bills and 
while perhaps we did sell the space, 
in the long run the person we are 
anxious to have happy with the pub- 
lication is the client. If he’s happy, 
we are happy 

Salesmen often ask if they may 
call on the client. I never could see 
why any agency should object. In 
fact, salesmen can be a great help 
to us in selling the client or keeping 
the client sold. But we do ask the 
salesman to make the initial call on 
the agency if he possibly can. We 
realize that this isn’t always possible, 
because sometimes the salesman 
can’t know the agency without call- 
ing on the client. In that case, all is 
forgiven 

Finally, agencies and _ business 
papers must never look upon their 
efforts as similar to any other selling 
job promotion and delivery of a 
commodity: “white space.” We, as 
an agency, can’t regard space selling 
in this light. If we could get our 
clients and the publications to look 
more often at the selling and pur- 
chasing of advertising space, not as 
the mere buy ing of SO Many pages or 
fractional pages, but as a business 
of buying a tool or element a 
combination of picture and type to 
promote the client’s product, we all 
will go much farther in the proper 


use of industrial advertising 





Frank J. Enright . . 


Oilheating dealers . . 


sia 


J. Stanford Smith . . 


% 


enter Buy Bestex 


Instruction Manual Covers 


Government Agencies 
“Bestex” covers 
ye a types of — 
‘ nies 7 
pom yy Beaverite tio —_ a 
i Bestex have 
because Beaverite and 
"ae amy neod s, and we'll submit samples and 
quotations promptly. 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS. NEW YORK 


Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artif 


and Paper Cover Stocks: also Acetate Tabbed indexes 














LOOK FOR 
THIS EMBLEM eee 


Book NUMBER 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book Number. It means you can find facts on the publication's edi- 
torial services, circulation, influence, market studies, and similer 
information, adj ? to plete deta on the market it serves. 
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11% of our Subscriber 


Plants use 1,497,000 ft. of 
HARDWOOD 


Does that mean anything to you? 
The average amount of lumber used 
by the firms (WOOD PRODUCTS 
subs ribers) working hardwoods is 
about a million and a half feet of 
lumber a year—which is no mean 
feure! IN ADDITION, some firms 
(43° of our subscribers) use soft 
mother half-million feet 

*T-1-M-B-E-R ! !" that means 


plenty of 


woods 


business available for 
those who have anything direct 
ly or indirectly allied to this im 
mense, active field penetrated 
and covered by WOOD PROD 


UCTS. That's worth investigating ! 


Our Western representatives are: J. A 
Converse 12 Weather Bidg.. PORT 


LAND 4, Ore Phone 

© Vermont 1814); and Rich @ 
urd S. Meyer. 3137 Kel 

ton Ave. LOS ANGELES (Phone Brad 


shaw 2-1456 They will gladly tell our 
story write direct to us 


if it's WOOD, you could—with 
WOOD PRODUCTS! 





PICTURES” 


When you're trying to 


explain mechanico! principles or construction 
features, a three-dimensiona!l scale model 
drives home your soles points faster than a 
thousand pictures could! 


DE SOTO, DODGE, CHRYSLER EXPORT and 
other auto dealers demonstrate the principles 
of the fluid coupling with these transporent 
plastic working models. Visit your neorest 
dealer showroom see the workmanship and 
dramatic sales appea! of these three-dimen 


sional selling tools 


Your sales story, too, can be told effectively 
ond economically with perfect plostic scale 
models conceived, designed and moss 
produced by Ideal Models Company. Send for 
our folder that shows how well-known manu 
facturers build sales with ideal Models—or 
send product drawings and quantity of models 


required. We'll offer suggestions and quota 


tions, without obligation 


17251 Moran Ave. 
Detroit 12, Michigan 





Problems in marketing 


4 





your drawing board. Tell them about 
government regulations affecting 
your industry. You may even in- 
clude data tables and information of 
daily use 

If you do this effectively, you will 
find many of your ads clipped and 
held for current or later reference 
certainly using your data and infor- 
mation in current work problems is 
the very next thing to buying and 
using your products. This type of ad- 
vertisement will help keep your 
product in the minds of your cus- 
tomers and prospective custome! 
and build good will for tomorrow 

McGraw-Hill Publishing Co 
New York, has recently published a 
booklet on what to say during pres- 
ent conditions. I am sure they would 


send you one if you ask for it 


and hold on to good will 


® THERE ARE problems on both sides 
here. Some 


salesmen in a territory too long. One 


sales managers keep 
salesman may travel a territory fo 
so long that he is convinced he 
knows where every customer is lo- 
cated. He knows he can’t get busi- 
ness from this or that company 
Aggressive sales managers switch 
salesmen in cases like this and often 
find the new broom sweeps much 
cleaner 
good 


But, when a particularly 


salesman is switched to another ter- 
ritory or promoted, everything pos- 
sible should be done to see that the 
good will he has developed is car- 
ried on. It is quite common practic 

for the old salesman to accompany 
the new man on his first round of 
calls, introducing him properly and 


asking his old friends to work close- 


ly with the new man. When this is 
not practical, the old salesman 
writes a letter introducing the new 
man to his former customers. From 
three to six months later the forme: 
salesman will again write his old 
friends asking how they are getting 
along, again saying a good word 
about the new man and asking if 
there might be anything special his 


company can do for them 





Letters to the editor 





working together to strengthen our 
moral and ethical codes, to make 
America an example to the world of 
democracy and democratic processes. 
These ends can be served only by 
building mutual trust and confidence 
between all Americans not by 
stirring up distrust and suspicion. 
Can't the industrial magazines band 
together to discourage such disrup- 
tive rabble-rousing advertising 
advertising man- 


Port Chester, 


J. H. MAXWELL, JR., 
ager, Homelite Corp.., 
N. Y 

® TO THE EDITOR congratulations, 
Copy 


about commies on page 112 of the 


Chasers, on your statement 
January issue of INDUSTRIAL MARKET- 
ING I. WARSHAW, Warshaw Collec- 
tion of Business Americana, New 
York 

Add pats on back 

8 TO THE EDITOR congratulations on 
the new format. It’s good to see our 
old standby friend modernized and 


OAKLEIGH R 
French Asso- 


made easier to read 
FRENCH, Oakleigh R 
ciates, St. Louis 
® TO THE EprTor . . I congratulate you 
most heartily on the splendid new 
format of your publication. It is most 
certainly a refreshing change and a 
INDUSTRIAL 
MARKETING is keeping in step with the 


strong indication that 
times. Keep up the good work . . ep- 
WARD E. BEAUCHAMP, JR., advertising 
engineer, Lane-Wells Co., Los An- 
geles 

® TO THE EDITOR I spent much of 
a recent sleet storm weekend read- 
ing your January issue and feel that 
I must write you in praise of the new 





tormat. It is an extremely readable 
book, as well as being attractive. 
Also, I like the choice of editorial ma- 
terial but that is nothing new 

R. DAVISON, manager, market develop- 
ment division, New Jersey Zinc Co., 
New York 


@ TO THE EDITO! Having just re- 
ceived my copy of your new INDUS- 

TRIAL MARKETING, allow me to com- 

pliment you upon the new style Ww 1 ] | t h ena { ona 
of format. I believe the changes which 

are apparent are certainly in keeping a 

with the high readership which your emer g encyv a f { ect 


book enjoys L. E. OHRSTEDT, ad- 


vertising manager, American Cera- 


mic Society Bulletin, Columbus, O a d ve rt 1S81n 4 


) 


Who's excited? 


® TO THE EDITOR congratulations on 
IM’s new format. Although, as a 
copy man, I've never found it dif- 
ficult to use the old book, the new 
appearance is a bit more pleasing to 
art directors 

But I almost resent your use 
(page 44, January) of the word “ex- 
citing” to describe the redesign 
That's a word for the women’s wear 
and cosmetic trade not for indus- 
trial marketers 

And I hope you'll get back ,o prac- 
ticality in the location of page num- 
bers. Hiding them in the gutte1 
Su ply annoys the reader Please 
put them back where common sense 
says they belong Cc. W. METCALF 
Engineered Advertising, Boston 


Which way is advertising volume headed during 
the coming years? Up . . . down. . . or will it re- 
main at present levels? 

The new McGraw-Hill booklet, ““‘What Happens 
to Advertising in a National Emergency,” charts 
business paper and general advertising during 
World Wars I and II. Based on actual reports, 
these charts will help you project the course ad- 
vertising will probably take in the future. Also 
included are graphs showing trends by industries 
and companies. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 


[Excited? We 
We did ED 





PPP PPP eee 6 eee new * 


Fred C. Poppe 


OTOP OOOO eee ee ee ee eeeeeeeeeeeeeeeeee etn 


Fred Grant 


ee eeeeeereeeeeececeees 


Clark Boughton 


Norman A. Schuele, Jr 


ete CP Peeeeeeeereseeeeeseseereseeesesoeeeeeeeeeeeeeseoeeesesoooes 
. 
. 
TORRE OCDE RE REESE Re eee eee eeeeeeeeeeS 


. 
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What would you tell 
him—if you 
could talk 

to him? 


Why. vou would naturally tell “him” and 

all your prospects about your new products, 
the new methods your company is using and the many additional 
reasons why your product is superior. But these days, with condi- 
tions changing almost daily, time is at a premium. However, you 
ean reach them all regularly by using HEATING & PLUMBING 
EQUIPMENT NEWS. This unique publication reaches more 
Heating and Plumbing Contractors and Wholesalers than any other 
paper in the field. This means that you can keep in contact with 


these important people and “talk to them.” 


And, HEATING & PLUMBING EQUIPMENT NEWS doesn’t re- 
strict itself to one or possibly two fields. It reaches the full range 
of their work interests .. . Radiator Heating, Warm Air Heating, 
Oil Heating. Gas Heating, Plumbing, Piping, Ventilating, Air 


Conditioning. 


In addition it offers the following: 


@ High visibility assured by the cenvenient tabloid size layout But beware of being too clever 
¢ * 


you're reliable to end up being cute. 
This next copy is on the edge of be- 
ing self-conscious ..the copy forces 
Start a continuous advertising campaign in HEATING & PLUMBING EQUIP attention to itself as an ad. rather 
MENT NEWS and tell your product story to over 35,000 contractors and than to the product 


@ Editorial content based on findings of what is of greatest interest 
to these men . hew equipment 
@ Lowest rate per thousand people reached 


wholesalers 


148 LAFAYETTE STREET + NEW YORK 13, M. Y. 


in Industrial Press Publication 








DIESEL PROGRESS advertising eee eee oe 
Sure pays off! ee ene eee 


"These orders just ain't hay — they come from 
the big nanes of the diesel industry — all of 
whom are DIESEL PROGRESS readers. | can 
see why DIESEL PROGRESS 

carries more advertising than any other publication 

exclusively serving the diesel market.” 

Write for DIESEL PROGRESS Market and Media File. 
Rex W. Wadman, Editor and Publisher 


Editorial and Production Office Advertising Office 
816 N. le Cienega Bivd.. Les Angeles 46, Catif 45th St. New York 19. N.Y 





Herbert Spencer said: “Language = 4 4 ; : Want more 


must be regarded as a hindrance to 

thought, though the necessary in- em 4 ; 

strument of it.” Take care not to Es: ‘ . customers ? 
hinder the thought by making the : 


language too fancy 





Talk about people . . That, applied 
to advertising, usually means “you 
Practically any statement you are 
actically any atenient you are ie en 
S. D. WARREN COMPANY message 
in the March 17th 


SATURDAY EVENING POST 


called upon to make in business pa- 
per advertising..even about ma- 
chine tools .. can be phrased in terms 
of the reader and the benefit he gets 
Any of the products described in 
the following pieces of copy could 
have been discussed impersonally 
purely as products, unrelated to peo- 
ple. See how nicely they do read 


because they talk about the one per- nnn varene 
= ann re 
son most interesting to the reader anne’ SANE som 
se =e 
pasiness Leake apn ot 
meric” ro opr 
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do a BIGGER 


To sell more trucks, trac- 
tors, tools or tires or any- 
thing from Asphalt to Zeolite 
use the one magazine that's 
read by all city engineering off 
cials in places of 3,000 or more 
population, ell principal county 
stote highway and sanitary engi- 
neers, all consulting engineers 
in this field 


Paniic Works 


308 East 45th Street - New York 17, N.Y. 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beoklet No. 50 “Maga- 
zine Clippings Aid Business” cells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 
er ee) ee es a ee 
Consumer Mageatines 


343 Se. Dearborn St., Chicago 4 


c 


“SNIPS = 








SNIPS MAGAZINE 


7 W. Lake St.. Chicage 4. 11 





Fisher Scientific Uses ‘Em 


WOODCUTS 


SANTONES ore new woodcuts engraved to 
meet modern advertising needs. Send for 
free folder of somples 

The SANDER ENGRAVING CO. Inc. 
$33 S. Dearborn S!.. Chicago 5. Ill 


140 / 








Now an 
talks about 


example of copy that 
people other than the 
reader, and is still effective because 
of the frequency of the personal ref- 


erences 


To sum up. 1 borrow a formula 


from INDUSTRIAL MARKETING’S Copy 


Chasers, that goes | this 


u 

1. If it’s a long sentence, find a 
place, somewhere in the middle, to 
put “a.” 

2. If it’s a word that you'd have to 
split it with a - if it came at the end 
of a line that couldn't accommodate 
it, find one that the line could ac- 
commodate 

3. If what you're saying has to do 
with a thing, rephrase it to do with a 


person, preferably “u 


Avoid advertising lingo ..A 
cliché becomes one by over use. And 


a word or phrase suffers over-use 


when it represents the easiest way 
to express a commonplace idea with- 
out requiring the writer to search for 
originality. 

threadbare 


Some of the most 


clichés in business paper advertising 


are these 


years of actual experience 
your most exacting requirements 
painstaking research 

tradition of quality 

rigid specifications 

highest standards 

outstanding reputation 
triumph of modern engineering 
designed and constructed 
engineering “know-how” 
well-equipped laboratories 

by actual field test 

where the going is tough 

long, trouble-free life 

cash in on 

readily accessible 
performance-proved 

built to take it 


ready and eager to serve you 


There are dozens more, but those 


“should suffice” (there's a_ cliché, 
right there!) to warn the lazy busi- 


radio 


commercials are not the only form of 


ness paper copywriter that 
advertising that can cause boredom 


Many single words come under 


this same heading: facilitate, ex- 


emplify, employ, obviate, available, 
insure, attain 
Charlie Morton of the 


tells about a 


Atlantic 
rtuoso or the thread- 
bare” who sat next to him at a col- 
lege function. “He was a minister, 
full of ornate locutions, and his con- 
versation was largely in terms of 
contemporaries whom he had mar- 


ried or buried. ‘A man loved and re- 


i 


spected by all ould say of some 
88 classmate,’ and it was my sorrow- 
ful duty to officiate at his obsequies 
only last year’; or ‘I was honored by 
being called upon to solemnize his 
marriage.’ The luncheon itself began 
with a canned-fruit cocktail, and the 
blow-off came for me early in the 
game when, elevating a spoonful of 
its nameless ingredients, the ministe1 
turned to me and remarked 

“A sumptuous repast.” 

Now if you think that’s funny, I 
think it is no less funny that this fol- 


lowing copy 











It’s best to let your copy read as 
though an advertising man had not 
obviously written it 

Arthur Kleinwald has suggested 
that ad copy should read like a letter, 
not like a speech. I support this, with 
two arguments: a letter is usually a 
communication between two people 

which is what an ad should be; 
second, a letter is not delivered from 
a pedestal, hence will be less pomp- 
ous, there will be less striving for ef- 
fect 

To quote don herold 


He means by that, not that you 
must be funny in your acs, but that 
you should be objective enough and 
human enough about your business 
to recognize when you are being 


ridiculous about it in your copy 


Employe, Public Relations 





construction work was described 
Every effort was made to familiarize 
guests with the financial structure 
of the company, including stock 
ownership, trust funds, disburse- 
ments and employe benefits. A spe- 
cial outdoor display showed all the 
types of equipment used; each piece 
was placarded with the name of the 
equipment and its cost 

Each Fluor guest received a copy 
of an informative open house bro- 
chure, with a center spread contain- 
ing a layout of the plant. The large 
original of the layout drawing was 
used as the first stopping point on 
the guided tour, so that guests could 
see what was to be shown along the 
tour route. Each person shown or 
mentioned in the employe publica- 


tion received a courtesy copy, as 





The Super-Market In the g of America’s Industrial Future 


ORK! Se you want Facto! 


Note these Figures from Readership Survey Just Released! 
QUESTION NO. 2 


“Which Construction Publication Do You Read 
Most Thoroughly?" 





0.759 
1.75% 
= %o 
1.75%, 
ae %e 
10.25%, 
0.5%, 
Paper 3.5% 
Others 2% 
Construction News Monthly 79.50% 


Write us for a copy of this survey just released by 
Research Report Co. of Chicago 
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A paper glanced at, if seen at all, is not apt to produce advertising results 
particularly in the construction field. Virtually 80% of the people you want to 
sell in the great SIX STATE area read CONSTRUCTION NEWS MONTHLY 
thoroughly, Only 20% of all the other contractors, engineers, architects and 
officials concerned with construction read 10 to 15 other journals. 


You can't afford to split your advertising budget among even 10 papers to reach 
20% when you can concentrate in C.NM. to reach 80% who “live” (and actually 
exist) by this, their “bible” of the construction field in our section. 


CONSTRUCTION NEWS MONTHLY is a “must” that shouldn't be missed! 


Write for Further Proof of C.N. M's Eager Readership / 


OVER 6500 READERS 


ONSTRUCTION 


© NEWS MONTHLY 


CONSTRUCTION ACTIVITIES 
iD) ¢ 
NIBP: 


in Okichoma, Eastern Missouri, |“ | 
Arkansas, Western Tennessee, Pi 





Mississippi and Louisiana 


LITTLE ROCK, ARKANSAS 
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and detailed media presentations of over 
200 PUBLICATIONS 
see your copy of the new 1951 edition, 
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TRACK" 


Architectural Record 
119 West 40th Street 
New York 18.N_ Y 


Please send me your new booklet describ 
tag how advertimng can be correlated with 
actual selling in the building market 
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MARKETS AND MEDIA 
For detailed facts on 85 indus- 
trial and trade markets, and 
the publications serving them, 
refer to your copy of Industrial 
Marketing's Market Data Book 
Number. 








well as a print of any photograph 
in which he appeared 
A group of 25 employes served as 
guides. They were carefully selected 
and given advance training. Assign- 
ments were staggered so that all 
guides were not required to be on 
duty at the same time. Each employe 
iveraged a three-hour shift. Groups 
f visitors were limited to 20 people 
Even the rest angle was taken in- 
sideration. Most plant tours 
back-breaking, uninterrupted 
f an hour or more. At Fluor 
asted 45 minutes, and was 
the half-way mark by a 
xd and free ice cream bars 
ivance in-plant promotion 
and varied Spex ial bulle- 
prepared for all plant 
he week prior to the event, 
hanged every two days to keep 
the news fresh and the interest high 
The parking problem one of those 
things management normally neg- 
ects until it’s too late was solved 
well in advance; the space was am- 
ple and special police were on duty 
ali the time 
Those are the highlights of a well- 
organized open house. So fevorable 
was the response to the affair that 
more than 200 employes of the 
manufacturing and engineering di- 
visions presented a framed note of 
appreciation, with their signatures, 
to the company management 
Not every open house can be as 
successful as Fluor’s, where the good 
public and employe relations bene- 
fits were quickly ascertainable. But 
with proper planning, complete co- 
operation between management and 
employes, and sustained enthusiasm, 
any company will benefit from an 


open house 


Storm signals - + The profession of 
industrial editing is substantially 
honeycombed with graduates of 
newspapers. These people bring to 
industrial journalism a helpful ob- 
jective viewpoint, a well developed 
sense of news and an ability to turn 
out readable copy under pressure 
It may not be true of all, but it’s 
true of many 

It is true of George J. Kienzle, di- 
rector of public relations of Borden 
Co.'s mid-west district, Columbus, 
O., who shifted into his post from the 
Associated Press. Part of his job is to 


edit, for the affiliate, Borden's 





Moores and Ross, a small monthly 
magazine called “Borden's Blade.” 
At the height of the biggest storm to 
hit the Midwest in 37 vears, Kienzle’s 
newspaper training came in handy 

The regular issue of the “Blade” 
was about to go to press when the 
big storm engulfed the area. It 
buried Columbus under snow, chok- 
ing the streets and barricading the 
doorways of homes. It looked as 
though only a miracle would make 
it possible for the milk to get through 
to the customers. But the milk did 
go through, even though the mail 
didn’t in some places 

With the milkmen went public re- 
lations people and a photographer 
In a matter of hours the copy was 
written and the pictures were in the 
works. While the employes were still 
battling the snow, the story of their 
determination was rolling off the 
presses. Copies were hustled out, not 
only to employes and their families, 
but to customers and business lead- 
ers in the community 

The issue was exhausted over- 
night, and a quick reprint was or- 
dered. Employes wanted copies for 
their friends, and everyone appear- 
ed to want to keep the special issue 
as a memento of the big blizzard 
Kienzle has a few left, if anyone 
wants one. Address him at Borden 
Co., 165 N. Washington St., Colum- 
bus 16, O 

The employe publication editor 
often has a tough job on his hands 





He competes with timely devices like 
the newspapers, weekly magazines, 
radio and even the grapevine. Once 


in a while the ball falls right in the 
editor’s hands. The ex-newspaper- 
man’s instinct says run with it 


Communications get busy 
in a climate of crisis 


@ THIS DEPARTMENT begins its third : 

year in a climate of crisis. If you've t ( ) < 1¢ 14S) | LS€ 7 

spent any time in the factories lately, 

you sense the growing tensions. You 

talk over the cafeteria coffee with ° ° ° 

the fellow who is all out for action, nN ral publ lCé { 1¢ yn 


with the fellow who is in favor of 








cautious restraint, with the fellow 





who rides a fear complex with the 
glee of a witch on a broom y » " 
The people who work in the now W he) eC [ ate audience 
essential fields of communication 
with employes and community 
needn't be troubled by the shades of 
viewpoint. One fact emerges from all pays LO See You eth 
the conversation, and that is this “= : 
whether we mobilize for military 
action abroad, or develop our might 
for defense at home, or both, we still 
have the job‘ of industrial mobiliza- 


tion 


The signs of our weaknesses there McGraw-Hill Publications 


are already evident: Companies are 


hiring at a feverish rate, bringing : reach the greatest paid 


green employes into plants without 


any proper indoctrination. Super- audience of business and 


visors are already too pushed by new 


industrial buyers in the world. 


responsibilities to do more than point 

to a machine and tell the new man 

that that’s a working — ya : Basic circulation principles are 

executive planners, noses buried in : 7 a s 

blueprints, suddenly find no time to : Ww discussed in a new McGraw- 

coach the team : Naw Hill booklet, “Intrinsic Values 
In such a growingly chaotic pic- : ‘aon of Paid Circulation.”” Ask your 

ture, the man or woman who can use : McGraw-Hill man for your 

the tools of communication to devel- : = b 

op teamwork will be earning his salt : ee copy, or write us on your bus 

: —_— iness letterhead. 


A company’s publication for employ- 


es should take a fresh approach, to 


relate the employe to the new, big ; McG R AW H I L a 


job; the employe handbook is im- 


portant now because it can substitute P U B L I C AT I O N ~ 


for the indoctrination talk of the em- 
330 West 42nd Street, New York 18, N. Y. 


seeeeeeees 


ployment office man too busy to de- 
liver it; the management newsletter 


Foote ee eeeeeeeeeeees 


seer 


can keep people informed and spirits 
a notch higher; the plant bulletin : ae 
wats : PRN 
board achieves new uses in times like : y 
M-GRAW-HILL 4a 
: | 


these, when word must be passed 
MY OR BUSINESS 


fast 
NAW ae 
SNe” 


For those in communications, these 
are busy times. We'd al] better get 


busy 


TPP itt tt rt errr 
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IT TAKES CONSTANT 
POUNDING TO MAKE 





YOUR SALES POINTS 


ge ce RE yg 


penetrate 
the electrica 


market... 


————————YeESE ee 
to make your product sales points penetrate in highly com- 
petitive markets. 

You do this in your magazine advertising ...in your 
direct-mail, and through personal selling. But, you can also 
pound these same sales points—and many others, at the 
time your prospect is ready to buy, easily and at little cost. 

First, pre-file adequate buying information on your prod- 
uct or products in McGraw-Hill Exvectricat Catatocs for 
the specific markets you want to reach (Product Engineers, 
Industrial Plants, Contractors and Wholesalers, Electric 
Utilities). Second, merchandise this convenient source of 
information in your magazine advertising month-after- 
month. Merchandise it too in your direct mail; A line of 
copy “for further information, see our catalog in...” will 
do the job or, if you prefer, we can furnish electro’s (free, 
of course) 

Don't miss the opportunity to make your sales points 
penetrate, when the buyer is ready to act... the cost is low 
— the potential is high. 

Talk over the advantages of pre-filing your product data 
in your Electrical Markets with your Sales Manager and 
your Advertising Agency 


For rates, see STANDARD RATE & DATA SERVICE and MARKET 
DATA BOOK. 


SELLERS 
eeking BUYERS 


TEXTILE CATALOGS 
MINING CATALOGS 


use Advertising 
ELECTRICAL CATALOGS 
BUYERS (Formerly EBR) 
eeking SELLERS 


stalogs 





Something Zefsmdety New has heen Added! 


And to this, from an agency vice-president: 
"It (Certified Readership) gives me the 
hind of information that is most valuable 


These Industrial Marketers are looking at the greatest 
development in business paper circulation methods in 
years. This Certification Notice is the basis for the MILI 
& FACTORY system of Certified Readership. It eliminates 
the non-reader from MILL & FACTORY’s subscription list 


Here is how “Certified Readership” works: periodically, 
every MILL & Factory subscriber is asked, point-blank 


Do you read Mitt & Factory regularly? 
Do you wish to continue rec eivuing it? 


Those replying “NO” to either question are dropped from 
the circulation at once, and replaced with live readers of 
value to the advertiser. 


Never before has a business publication undertaken to 
guarantee 100 It took courage. And 
it takes money to certify every reader some publishers 
think it’s too costly. But what do industrial marketer 
think . . . has the MILL & FACTORY circulation system 
paid off? 


circulation purity 


Listen to a prominent industrial advertiser 
“Based on MILL & Factory's findings I 
now automatically subtract Veth from 
the circulation of all other publications 
I am thinking of using.” 


Only MF can guarantee identified buyer coverage 


” 


in judging a publication. 


But the best evidence of the impact of Certified Readership 
on advertising values is shown when 


Independent readership surveys conducted by industrial 
marketers among their own customers and prospects now 
reveal MILL & FACTORY to be No. | in its field in readers 
per dollar of advertising cost outpulling publications 
with 35 greater © irculation (and correspondingly higher 
advertising rates). 

Conover-Mast Publications, Inc., 205 E. 42nd St., New 
York 17; 737 No. Michigan Ave., Chicago 11; Leader Bldg., 
Cleveland 14; 5478 Wilshire Blvd., Los Angeles 36; 4552 
Rheims Place, Dallas 1. 





